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Executive Summary  
 
Devold® of Norway was established in 1853 and it is Europe’s oldest sportswear 
brand. They produce outdoor garments made of merino wool. They export to 20 
countries in Europe and USA, and now they want to explore the market potential 
for their wool sports underwear garment in France.  
 
The aim of this research study is to examine the market potential for Devold in 
France, and the authors developed the following problem definition: 
 
Is it possible and attractive for Devold® of Norway to introduce their merino 
wool sports underwear into the French market, and if so, which are the most 
valuable segment and suitable entry strategies? 
 
France is an attractive country for foreign direct investment and is in the heart of 
Europe.  The country is known for its culture, history, wine, food and breathtaking 
nature, from the beautiful Alps to white beaches in south of France. Furthermore, 
they have a stabile economy and good governmental policies, which makes it easy 
for companies to do business. 
 
The first section of the report describes the research problem, research objectives 
and methodology.  The report is based on both primary and secondary data. The 
authors have performed a survey in French, and interviewed important French 
players in order to find information about the French market, preferences and 
segments.  
 
In the analyze chapter the authors have applied theories and models to analyze the 
micro and macro environment and indentified the opportunities and threats for 
Devold.  
In the analysis the authors found out that there is a market potential for Devold in 
France. 
 
The final remark is the recommendation, where the authors propose how Devold 
should enter France successfully.  
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1.0 Introduction 
1.1 Devold of Norway AS – A Company Profile 
Devold® of Norway was established in 1853 when Ole Andreas Devold started a 
textile factory in Ålesund. The first products they sold were knitted caps and 
mittens, but after a while they incorporated socks, knitted sweaters, wool 
underwear and work clothes in the production.
1
 Their most famous product is 
“Blaatrøia”, which is a sweater originally made for fishermen, but it also became a 
popular leisurewear and the best-selling working clothes in the late 19
th
 century. 
 
In the beginning of the 20
th
 century Norway finally became an independent 
nation, and Devold himself was a very clever man and saw his opportunity to 
export his products. The coast of Murmansk was an important market, but they 
also exported to Faroe-Island, Iceland and South Africa. Today, Devold still 
exports to Iceland, Faroe Islands and Russia, but also to Czech Republic, 
Denmark, Sweden, England, Estonia, Greenland, Finland, Germany, Austria, 
Lithuania, Poland, Switzerland, Spain, Portugal, The Netherlands, Ukraine and 
USA. 
 
Devold have 157 years of experience within the textile industry, and they are the 
oldest sportswear brand in Europe. They were the first sportswear brand to reach 
both the North and the South Pole. Devold has a competitive advantage in 
business, because they produce more than 90% of the garments in their own 
production facilities, which is situated in Panavezys, Lithuania. Today the 
company has 215 employees, where 35 people are working from the main office 
in Langevåg and 180 people working at the production facility in Lithuania.  
 
Today the brand is known for their traditional wool apparels which are soft and 
light to wear, and are adapted to modern requirements on comfort. The Apparels 
from Devold consist of long fibered merino wool, providing soft and comfortable 
garments. Merino wool works naturally with your body’s heating and cooling 
system, because it absorbs and releases moisture, to cool or heat up the body
2
. 
Their product assortment consists of Breeze, Multisport, Active, Expedition, 
                                                     
1
 http://www.devold.com/outdoor/default.aspx?menu=119, March 2
nd
,2010,10.25 
2
 http://www.devold.com/outdoor/default.aspx?menu=119, March 5
th
,2010, 12.41 
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Wool Fleece Bra, Optimum, Thermo Jacket, Devold Classic, Devold Blaatrøia®, 
Devold Protection and they also sell mittens, caps and socks. 
 
Over the years renowned Arctic explorers including Lincoln Ellsworth, Roald 
Amundsen, Fridtjof Nansen and now Cecilie Skog, who performed the first 
unassisted and unsupported crossing of Antarctica ever, have chosen Devold for 
their expeditions. 
 
1.2 Devold of Norways vision 
 
“Remain a leading European actor in production of textile with focus on wool” 
 
1.3 Product information 
  1.3.1 Multi Sport 
Devold ® Multi Sport is single layer wool underwear knitted from thin 100% 
Total Easy Care® merino wool. It is a soft and light quality with flat seams. The 
garments capability to breathe and absorb moisture makes you feel dry and 
comfortable. The comfort zone is from +10°C to -10°C. 
3
 
 
 1.3.2 Active 
Devold® Active is advanced dual layer underwear with superior wicking abilities.  
The inner layer is from DuPont’s Thermolite® fibre, and has more effective 
properties than most other synthetics and cotton. The outer layer is from fine Total 
Easy Care® merino wool and it insulates against the cold and absorbs moisture 
from the inner to the outer layer where it evaporates. The comfort zone is from 
+5° C to - 20°C. 
4
 
 
                                                     
3
 http://www.devold.com/outdoor/default.aspx?menu=121&collection =117, March 5
th
, 2010, 
12.42 
4
 http://www.devold.com/outdoor/default.aspx?menu=123, March 5
th
,2010, 12.43 
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 1.3.3 Expedition 
Devold® Expedition is the only dual layer wool underwear with Aquaduct 
function. Expedition underwear is made from 95% pure new Aquaduct treated 
merino wool, providing warmth during demanding cold-weather activities. 
Expedition underwear keeps you warm even if the temperature drops below - 
50°C. The Aquaduct treatment improves moisture transport to the outside of the 
garment where evaporating. 
5
 
 
The focus in this project will be on these three brands, because these are the 
products they wish to enter the French market with, hence there will be no further 
explanation of Breeze, Optimum, Thermo jacket, Devold classic, Blaatrøia®, 
Stillongs and Devold Protection. For pictures of the whole product line see 
appendix 1.  
1.3.4 Merino wool 
All Devold sports underwear products are made in Merino wool. The authors will 
further explain why this is such a unique type of wool.  The facts below are taken 
from the Devold of Norway’s web page6. 
 
Wool is a 100% natural fibre that exists in about 8000 different qualities. The 
clothing Devold of Norway produce consists of long fibered merino wool, 
providing soft and comfortable garments. Each fibre is curly and elastic, resulting 
in durable and long lasting textiles.  
 
 
Figure 2 Wool Fibre 
 
Merino wool fibres are complex covered with small overlapping scales that are 
hydrophobic. Inside this layer of scales, the fibre is highly hydrophilic with great 
absorption capacity. Merino wool absorbs and releases moisture, to cool or heat 
up the body. You get warm quickly, and you do not overheat because of the 
                                                     
5
 http://www.devold.com/outdoor/default.aspx?menu=126, March 5
th
, 2010,10.15  
6
http://www.devold.com/outdoor/default.aspx?menu=261, March 5
th
, 2010, 13.45  
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exceptionally breathing abilities of the fabric. Synthetic fibres as polypropylene or 
polyester do not have this ability to breathe, absorb or releasing moisture. 
 
The diameter of the merino wool is only a fragment of the diameter of a 
traditional wool fiber, merino wool fells much lighter and softer against your skin. 
Keratin in the fiber makes it natural flame retardant, and it will not burn or melt. 
Merino wool also provides protection from the sun and it is environmentally 
friendly and renewable material. 
 
Merino is a highly hydrophilic fiber, and can absorb large amounts of moisture 
compared to synthetic fibers. It can contain up to 35% moisture before it starts to 
feel clammy or wet.  
 
Garments from merino wool isolates extremely well. The merino fiber is crimped, 
and this fiber structure results in millions of tiny air pockets in the fabric. These 
air pockets locks in body heat, and creates a buffer zone against the cold. 
 
Merino wool works naturally with your body’s heating and cooling system. It 
regulates temperature by absorbing and releasing moisture. When it its cold and 
damp, the merino absorbs moisture and a process where the fabric generates heat 
kicks. In a warn environment, your merino will regulate the temperature through 
the process of “cooling by evaporation”. This is the same principal as your body 
use; it releases seat to cool down. 
 
Figure  3 Merino wool 
Merino wool has a permanent natural resistance to microbial growth and odour 
retention, and can be in use for several days without smelling. The reason is a 
combination of merino wools excellent moisture absorption, and the fibres uneven 
and negative loaded surface. Odour causing bacteria prefer the exposed flat, 
positive loaded surface of synthetic fibers. 
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1.4 Challenges in the French market 
Entering the French market, Devold is facing a number of different challenges. 
This research is based on these problems:  
 They have limited marked information about French preferences within 
sports clothing. 
 French consumers know little – almost no knowledge about Merino Wool 
 French consumers do not know the difference between Technical 
sportswear and Wool sportswear. 
 
 
1.5 Problem definition  
Based on Devold’s international market situation today and the interests of the 
Chief of Export, Dag Inge Sandvik, the authors have developed the following 
problem statement for this thesis: 
 
“Is it possible and attractive for Devold® Of Norway to introduce their 
merino wool sports underwear into the French market, and if so, which 
are the most valuable segments and suitable entry strategies?” 
 
 
1.6 Research aim: 
The aim of this thesis is to explore and understand the characteristics of the 
French textile market for outdoor garments and suggest the most suitable entry 
strategy. 
 
Figur 4 Comparing the two fibres e 4 Comparing the two fibres 
Bachelor International Marketing Grenoble Graduate School of Business       June 7th 2010 
Side 6 
1.7 Research objectives: 
In order to identify the main research aim, the authors will focus on the following 
objectives:  
 Are French consumers familiar with wool products, or only technical 
sportswear? 
 What channels are most suitable and can be used by Devold in the French 
market? 
 To explore the French outdoor market and the use of wool garments. Who 
is using wool and who is interested in using these products? 
 To identify main competitors in the French market. 
 
1.8 Business objectives of Devold 
A company should have both long-term and short-term goals in order to create a 
competitive advantage in the industry. To set a goal is difficult and it needs to be 
realistic. The market for textile goods and ready-made clothing is characterized by 
rapid changes in fashion trends and with a corresponding change in demand from 
one product brand to another. Changing consumer trends thus having 100% 
control of production become a competitive advantage compared to other market 
players with outsourced production.  
 
Devold’s general objective is to offer a wide range of products and product lines 
of high quality and to hold position as the domestic market leader within its niche. 
Devold is aiming at becoming a top European market player within production of 
garments, having an export ratio in the range of 40%.   
 
The company would like to stand out as an independent market player. As 
mentioned in section above, Devold produces more than 90 % of their garments in 
their own production facilities situated in Lithuania and Norway which can give 
them a competitive advantage going international. 
 
As of today, export markets represent 15% of Devold’s sales, far away from its 
40% long term goal. Entering the French market successfully will contribute to 
Devold’s market share and export ration taken into account the size and 
attractiveness of that market. 
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1.9 Ownership 
Devold is part of the Norwegian based Flakk Group. Flakk Group is a privately 
held holding company with a diversified portfolio of investments. Over the past 
years Flakk Group has established and acquired new companies that fit into the 
existing portfolio. All the Flakk Group companies share a common set of values, 
having strong ambitions, eagerness to explore the world, seeking new 
opportunities, taking innovation to the next level in order to build a strong 
sustainable business. Flakk Group’s core values are fellowship, long-term-view, 
ambitions, know-how and creativity. 
 
”It is a truly diverse group of companies, but they nevertheless have one thing in 
common – they are all aiming to develop products and services that can 
contribute to the enhancement of life and to sustainable development” 
 
Flakk Group is currently a medium sized group with a broad presence on an 
international level as shown in the figure below
7
.  
 
 
Figure  5 Organizational structure 
 
 
 
                                                     
7
http://www.flakk.no/default.asp?menu=32, March 18, 2010. 12.49 
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2.0 Methodology and Data Collection 
  
 2.1 Purpose and objective. 
The objective and problem definition for the data collection is described earlier in 
the thesis, and the authors will now explain the choices for collecting data and 
background for these choices. 
 
The authors will determine the key success factors the actors must inhabit in order 
to succeed in the market and the best way of entering this market. 
The authors will analyze the collected data and present the findings in a report, 
with recommendations of further actions, and an oral presentation of the report. 
 
2.2 Collection of Data 
The authors have gained information from both secondary and primary data. 
2.2.1 Secondary data 
Our secondary data consists of used journals, books, reports and the Internet as 
sources for retrieving information.  
2.2.2 Primary data 
The authors collected primary data using interviews and questionnaires in order to 
find the data we need to suit our purpose. The disadvantage with this data is that it 
takes a lot of time and the unit cost on the data is relatively high. 
2.3 Research design 
Research design can be divided into three different designs: Explorative, 
descriptive and cause-result design
8
.  
 
                                                     
8
 Gripsrud et al 2007:58  
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Figure  6 Research design 
 
The explorative design is used when the firm has little or no knowledge and 
understanding in the area that is to be analyzed.  The two most usual research 
bases for explorative design are focus groups and interviews. Interviewing is a 
technique that is used to gain an understanding of the underlying reasons and 
motivations for peoples attitude, preference and behaviour. The advantages with 
interviews are good response rate, serious approach and possible in-depth 
questions. By using this design the firms can achieve better insight and 
understanding about the specific matter.
9
  
 
Descriptive design is used to describe the situation in a certain area. This design is 
beneficiary when the analyst has some knowledge of the area and wants to 
describe the situations that are to be analyzed. Questionnaire is a popular means of 
collecting data, but is difficult to design. The advantages with questionnaire is that 
is has a wide geographic coverage and it is cheap
10
.  
 
Cause-result design is used in experiments between two factors that need to be 
proven. The main reason for an experiment is to manipulate the independent 
factors to see if they have any effect on the dependent factor
11
.  
                                                     
9
 Gripsrud et al 2007:58-59 
 
10
 Gripsrud et al 2007: 61-62 
11
 Gripsrud et al 2007:65-66 
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2.4 Sampling Procedures 
The target population for our questionnaire were French residents over 18 years 
old.  We sent it to 150 respondents, and got 57 respondents.  
2.5 Questionnaire design 
When we designed the questionnaire, we used the guidelines in Gripsrud book 
and the Internet. (Surveysystem.com) The survey consists of 33 questions. A copy 
of the questionnaire can be found in appendix 2. 
 
The questions were designed in French and they were easy to understand. The 
questionnaire started with some information about Devold and their products, and 
ended the survey with personal data. A lot of the questions were fixed-alternative 
questions that gave us the opportunity to comparing and interpreting the data. 
However, in some questions the respondents were given the opportunity to add 
comments. Also, we used short open answers and different scales in the 
questionnaire, such as Likert Scale, and other matrixes.  
 
 2.5.1 Summary of findings from the questionnaire: 
 The age group within our selection are people between 18 and 25 years old 
(graph 31). In order to reach a sufficient amount of French people the authors 
chose to send the questionnaire through Facebook. As a negative consequence of 
this the authors primarily reached a young segment where a large part of these 
were students (See graph 33). Therefore as a supplement to the questionnaire the 
authors performed in-store interviews with managers to obtain another viewpoint 
on the market. This will be discussed later on in this section. The respondents 
were mainly female (See graph 32) and had a yearly income between 0 and 5000 
Euros (See graph 34). The Authors have also performed an analysis of the open 
ended answers, which is shown as pie charts below. The remaining graphs will be 
found in appendix 3. 
 
A large part of the selection practises outdoor activities and among those the 
majority practises winter sports. Hiking and downhill bike are also popular 
activities. Most of them do not have any sportswear in wool. The percentage who 
do have wool sports underwear have socks, t-shirts or sweaters (See graph 4), 
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which they mostly use it for the purpose of winter sports and hiking (See graph 5). 
Through the open answers analysis the authors found that the underwear is mostly 
used under very cold conditions and skiing (Figure 7). 
 
 
Figure  7 Usage of wool 
 
The frequency usage of wool sports underwear is at the most a few times a month 
(See graph 6), while a smaller group answered that they never use wool. A 
number of respondents answered every week.  
 
 On a likert scale half of the selection said that they were neither satisfied nor 
dissatisfied with the benefits of wool. The rest were equally distributed on the 
satisfaction and dissatisfaction side (See graph 7). 
 
 
Also 6 out of ten could not mention any brands of wool sports underwear on the 
French market (See graph 11). The knowledge about wool in general is very poor 
and either the respondent did not know much about wool and the ones who had 
some knowledge had the perception of that it provided warmth (See figure 8). 
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Figure  8 Knowledge of wool 
 
Half of the population we asked would not prefer wool before technical 
sportswear and approximately half would try or use both. Only a very small 
percentage would prefer wool before technical (graph 14).  
 
A large majority uses technical wear and most would not pay more for wool than 
for technical (graph 16). A large amount of the selection uses technical wear 
(graph 17) and these users of technical sports underwear are either satisfied or 
very satisfied (graph 18) and there did not exists many inconveniences with 
technical wear (graph 20). Predominantly the technical brands that were most 
known among the selection were Nike, Adidas, Odlo and even Declathon was 
among the answers, where we assume that they mean Queshua which is 
Declathon’s own brand. This suggests that a high level of brand awareness does 
not exist yet in this category of products (Figure 9). 
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Figure  9 Technical brands 
 
Almost half of the respondents would buy technical sports underwear at 
Declathon, some would go to Go Sport and others would go to sport stores in 
general. There exists an assumption of that it would be possible to buy wool 
sports underwear in sport magazines, but many did not know where they could go 
( Figure 10).  
 
 
Figure  10 Location 
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The most visited sport stores are Declathon, Go sport and Intersport. The majority 
of the selection was not aware of any Norwegian sports brands (graph 29) and 
most of them felt that a Norwegian origin would not affect their buying decision 
(graph 30). 
 
When the respondent was asked about what they associate with Norway a large 
part answered cold, second they answered fjords and third they answered snow. 
Nature was also mentioned several times (Figure 11).  
 
Figure  11 Association to Norway 
 
From this analysis the authors conclude that the knowledge and awareness about 
wool as a fabric and wool sports underwear is low, at least among the age group 
18-25.  The selection has a habit of using technical wear and this is a habit that 
they seem reluctant to changing, at least as long that they don’t have more 
knowledge about the benefits that wool brings. 
 
2.5.2 Summary from interviews with French store managers. 
The authors performed interviews in Grenoble, Serre Chevalier, Les deux Alpes, 
and La Grave (see appendix 4). The authors interviewed sport stores, but also 
some board stores (snow and skate stores).  
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When visiting Espace Montagne the authors found that they have an exclusive 
deal with the main competitor of Devold. Icebreaker has a large shop in shop area 
and the brand sells very well. Other than this the only wool they have in the store 
are wool socks from Woolsmart. When people enter the store they ask for 
technical underwear and not wool underwear. The store manager claims that 
people do not know better. He also says that people do not know the difference 
between technical and wool. At first sight people think that the prices for wool are 
too expensive, but when they are explained the benefits they can be convinced to 
invest in wool. The customers want a product that can provide warmth and they 
believe that technical is good enough for this purpose. 
 
When entering the boardshop La Glisse in Grenoble the authors were able to get 
an interview with two of the employees where one of them was the head of the 
winter activity area. They did not have any wool products in store, but for the next 
season they have planned to take in a new brand, Mons Royale. When it comes to 
technical wear they have The Northface, Bonfire, Oakley and Burton. They said 
about popularity of technical wear in the shop The Northface is the most popular 
brand, but on a national level Odlo is the preferred and the most known brand. 
When we showed them the packages of the Devold products they felt that the 
packages were too big and not cool enough for younger people. When we asked 
them what perception they had of Norwegian wool products they answered that 
they would assume that they were of high quality since it is a cold country.  
 
Therefore they also felt that it would be a smart move to put the Norwegian flag 
on the front of the package and use Norwegian origin as a selling point. Since 
many people need information and help when they want to buy technical wear 
they think it would be smart to put more information on the front of the package 
instead of the back. 
As mentioned before, the authors also did market research in Les deux Alpes. 
When visiting the Quiksilver store, they only had one brand with wool which was 
The North Face. They had a deal with The North Face so taking in any other wool 
brands was not an option for them. When asking what wool brands they knew 
they said Quiksilver, The North Face, Roxy and Arko, which were the brands that 
they had in store but only with a technical assortment. They sell the most 
technical, which the store manager claimed was because of that wool is more 
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expensive. However, sales of wool have been rising every year over the past last 
years. When people come to the shop they need advice. What they ask for is a 
product that can provide warmth, second they ask for price. She did not have any 
experience with Norwegian products but she thought that Norwegian origin would 
be a good selling point. 
 
In Stawug, Serre Chevallier the authors interviewed the store manager. Stawug is 
a more exclusive store than many of the other sport stores. They had wool socks 
from Woolpower. Other brands were mountain hardware and Falke. In addition 
they had technical socks from Falke and MH Baselayer. He said that technical 
wear sells the most, but people are slowly beginning to understand the qualities of 
wool and he believes that wool is doing a comeback. When customers come to the 
store they ask for technical wear. They need information and ask for advice, and 
often they listen to the advice that they get. The price difference between the wool 
and technical wear that he has in store is not that great and therefore he says that it 
does not matter to people. Both are expensive and therefore it does not matter and 
that people want what is best. 
 
Riquet sport in Serre Chevalier had Patagonia and Icebreaker when it came to 
wool products, and Degré, Odlo, Spider and Lowe Alpine when it came to 
technical sports underwear. Once again the authors received clear signals about 
that people do not know about wool and its qualities, and that they need advice 
when they come into the store. Icebreaker was fairly new in the store, but had 
already performed very well. People are willing to pay more for wool when they 
realize the benefits. They tell customers about wool and convince them that wool 
is better. 
 
When the authors visited Ski Experience in Serre Chevalier, they had X-bionic, 
both technical and wool (Apani). Ski Experience is trying to position themselves 
as an exclusive store and only wants to have quality and exclusive brands in the 
shop. They have a small shop and therefore they do not have the largest 
assortment. They had Norrøna, which is an expensive Norwegian brand. He had a 
perception of that Norway is connected up to quality and was very pleased with 
Norrøna. The X-bionic packages are very large and he could tell us that people do 
not like this aspect of the product. They still buy the product and sales are good, 
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but they take out the product and leave the box in the store. People think that the 
packages are too much waste of paper and not eco friendly. For his shop he found 
that the Devold packages were not esthetic enough. 
 
At Go Sport in Grenoble they had wool from Millet and technical wear from 
Odlo, Millet, Columbia, Eder and The North Face. Odlo, Millet and Columbia are  
the most popular brands. People often come to buy technical wear for the purpose 
of skiing, Nordic walking and randonneé. In this store the authors experienced 
some language problems due to the fact that nobody in the store could speak 
English. However, communication was achieved after a while. The employee that 
was interviewed had an opinion that customers are searching for something that 
can provide warmth. ”Customers do not know much about wool, only that it is 
very hot”. They are also concerned with price. Go Sport is positioning themselves 
as a cheap and economical beneficial store. In this aspect it sounds not surprising 
that people in this type of store are very price aware and look for cheap prices. 
French consumers mostly buy technical wear because that is what they know best 
and what they are used to. 
 
The authors in addition interviewed 10 ski instructors in Les deux Alpes. The 
impression that was perceived is that ski instructors use whatever they get for free. 
Older instructors (40+) had the perception of that wool is not good. They believed 
it got wet, itched and smelled, while with technical wear this was not a problem.  
However, younger ski instructors were more aware of the benefits.  
 
2.6 Reliability 
To fulfill the criteria of reliability a questionnaire must be trustworthy and 
provided the same system of measurement it should show the same results. 
12
  
The questionnaire was anonymous, and therefore the authors believe that the 
respondents would feel free to answer honestly. However it is questionable how 
accurate the answers are since this was a student survey with no incentives to 
motivate the respondents. The respondents might have answered quickly, and not 
taken the survey serious enough. Another issue might be that the analysis of open-
ended questions is not sufficient professional. Furthermore, language barriers can 
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have made an impact on the accuracy of the survey questions and answers, and 
some meanings can have been lost in translation. 
 
3.0 External Analysis 
3.1 The French market 
France is a natural choice for international companies due to its strategic position 
in the heart of Europe. France is the second largest consumer market in Europe, 
and the 5
th
 largest economy in the world, with a GDP of US $ 2,490 billion in 
2009
13
.   
 
According to UNCTAD, France is a leading destination for foreign direct 
investments in Europe, receiving US $ 117.5 billion in foreign direct investment 
flows, leading to a market share of 23.3% in 2008. 23.000 foreign companies 
currently have a base in France, employing 2.8 million people
14
.  
 
Within Europe, Germany is the biggest market for apparel, followed by the UK, 
Italy and France. The global apparel chain is characterized as a typical example 
for a buyer driven global chain, and it profits from unique combinations of high 
value research, designs, sales, marketing and financial services that allow 
retailers, marketers and manufacturers to act as strategic brokers. The apparel 
production is highly fragmented.  
 
France has established an international reputation in fashion design, and design is 
very important for the French consumer when they buy clothes. Paris is known for 
being one of the fashion capitals of the world
15
.  
 
The textile and apparel sector has a long standing in the Lyon region, born 
through the silk trade. This region unites a broad range of activities, from 
production of raw materials to the manufacture of finished products (apparel and 
technical textiles). Rhone Alpes counts some 2,478 companies, and textile 
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industry represents 46,000 direct jobs, a total turnover of USD 5.2 billion, and a 
value added of USD 1.6 billion. Today, Annecy is the centre of the French 
Sportswear industry
16
.  
 
According to the market survey conducted in France the authors got the following 
answers:   
Sports brands that are very popular in France are Odlo, Icebreaker, Millet, The 
North Face, Columbia, Eider, Decathlon, Roxy, Quechua, Fusalp, Helly Hansen, 
Polartec and Lafuma. 
 
Fusalp and Millet will be strong competitors for Devold. They both offer 
sportswear made of wool; however they do not use Merino wool. Fusalp use 
another technology called Meryl® skinlife wellness. This is fibre with permanent 
bacteriostatic properties; it maintains a natural balance on the skin, regardless of 
activity level, has no odour and keeps the humidity out
17
. This technology is 
similar to the one Devold use in their merino wool garments.  
 
The biggest competitor, Icebreaker is a company from New Zealand that offers 
the same products as Devold. In 2008 Icebreaker purchased Rockline Nature 
Zone, a big distributor in Switzerland and France and created the subsidiaries; 
Icebreaker Switzerland and Icebreaker France. Europe is their biggest market and 
they have 80 retailers in France
18
.  
  
One more competitor is the Lafuma Group, which consists of several companies 
such as Millet, Lafuma, Eider, Oxbow and Le Chameau. They are now the 
European outdoor leader. The objectives of the Lafuma Group are biodiversity, 
Eco-design, Sport, solidarity and health.  They see design as a key element in 
product differentiation on the market and in consumer choices
19
.  
 
The majority of the brands are in the ready to wear market, where the garments 
are a mixture between haute couture and the mass market. They are not made for 
individual customers, but great care is taken in the choice and cut of the fabric. 
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Clothes are made in small quantities to guarantee exclusivity, so they are more 
expensive than clothes on the mass market. Sportswear in general is comfortable, 
practical, well-ventilated, washable and functional clothes.  
 
A large number of French retail store brands are online, and offers customers an 
overview of products, prices and locations.  Sportswear is also distributed through 
outlets and supermarkets in France, and in the survey we found out that some 
consumers buy their sportswear in Carrefour.  
 
Across France, there are nearly 2500 sports shops; the five largest retailers are 
Declathlon which has 218 shops, Go Sport has 326 shops, Intersport which is the 
world’s largest sports goods chain and has 486 shops, Mondial Peche sells fishing 
equipment and Sport 2000 is the second largest sports goods retailer in the world 
and has 400 shops in France
20
.  
 
The French sportswear market is expected to grow in the future because it has 
become a large part of contemporary style, and the population keeps increasing 
every year.  
 
3.2 Porters five forces 
From conducting in-depth interviews with store managers and ski instructors 
around the French Alps we have gained great knowledge of competition and 
market structure of the sports underwear category. The framework is created to 
help analysing industries attractiveness
21
. In this analysis the authors have chosen 
to look closer at the sports underwear industry with focus on wool and technical 
products.  
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Figure  12 Porters five forces 
3.2.1 Competitive rivalry: 
The sports underwear market consists of two different segments with large players 
in both technical and wool products. The wool market is small, with Icebreaker 
having a majority of the market share. Other companies such as Millet, Burton 
and Salomon all produce their own product line which is sold in local ski and 
snowboard stores around the biggest ski resorts, but cannot be considered as real 
competition due to the fact that their main focus is on technical sports underwear. 
Consumers of sports underwear prefer products made in technical material due to 
their knowledge about both products and benefits during usage.  
 
 
Low price chain stores in France such as Carrefour and Declathon sell their own 
underwear but their main focus on technical layers and fleece. These stores have 
the possibility to sell products with a lower profit because of their high quantities, 
and it will be important to acknowledge that these products will be of lower 
quality and therefore not be considered proper competitors for Devold in the wool 
segment. However in general theses actors should not be underestimated and 
viewed upon as threats.   
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Most of the leading brands for both wool and technical products are sold in 
sporting good stores and compete within the price range between 40 to 70 Euros. 
The price range can depend on the quality of the product and where it is sold.  
In specialized stores like Espace Montagne in Grenoble, the focus for sports 
underwear was based for hiking and outdoor activities in the Alps and the sales 
personal had sufficient knowledge about their Icebreaker products. Odlo is the 
most known technical brand in France, and have five own concept stores located 
around the country
22
. 
 
The most expensive brand in the category is considered to be Apani wool 
underwear made by X-bionic and has a price of 150 Euros per piece. This product 
was only sold in one special store in Serre Chevalier, were the sales personal had 
great knowledge about every product and cooperated with the local ski-instructors 
in the decision process for intake of new products. 
 
3.2.2 The threat of substitute products:   
This part explores whether or not it exists close substitute products for the wool 
sports underwear which will increase the likeliness that consumers will switch to 
alternatives in case of a price increase of Devold products.  
 
As mentioned earlier the overall knowledge of wool underwear is low in France, 
if not even nonexistent and therefore many potential users prefer to wear technical 
underwear or even just a simple cotton t-shirt when they are out in cold weather.  
In general, cotton can be described as a versatile, comfortable fabric and made of 
all-natural fibres that have been on the market for many years. Cotton is relatively 
cheap and its function is not ideal for outdoor activities due to the fact that it can 
feel wet and it does not create circulation of air that makes the product breath.  
 
A cotton t-shirt can cost between 12 to 25 Euros and consumers can buy the 
product in any clothing store around France.  Another substitute product for sports 
underwear is simply a fleece jacket or sweater that has a lightweight and quick-
drying function to observe possible moisture. In this category there are many 
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producers with North Face as the market leader. A fleece jacket will cost from 50 
to 100 Euros depending on the thickness of the fleece and its quality.  
 
To conclude the findings in the research the authors have seen that French 
consumers really do not understand the benefits of wool sports underwear; we 
must consider the threat of substitute products to be very high. It is important to 
recognize that trends are slowly changing and that more of the younger population 
understands the function of wool and is willing to pay more for this kind of 
products.  The majority of young French consumers are only looking at price 
when deciding on what product to buy, and this should be a concern for brands 
that have strong company focus on quality and design. Because of this consumers 
will have low switching costs and low perceived level of product differentiation.  
 
3.2.3 Bargaining power of suppliers: 
This aspect measures how much you depend on your suppliers. This factor is 
crucial to measure and be prepared for possible inconsistent acts from your 
suppliers in the future. The bargaining power of suppliers can also be described as 
the market of inputs. Suppliers of raw material, components, labour and services 
to the firm can be a source of power over the firm, especially when there are few 
substitutes
23
.  
 
For Devold, the supplier power can be considered to be relatively low due to the 
fact that they own over 90 percent of their own value chain. The chain has four 
steps and start off with the purchase of the wool from farmers in Tasmania, 
Australia and New Zealand. Secondly the wool is shipped to Indonesia for 
washing before being sent to Lithuania to be further processed. This includes 
sorted spun, dyed, knit, cut, sewn and packaged.  
 
Because of their ownership in the most important suppliers, Devold will only need 
to focus on maintaining the relationship to the farmers that produce the wool from 
sheep. These suppliers may refuse to work with the firm and therefore charge 
excessively high prices for unique resources. Their power will still be considered 
low because there are only a small about of producers of wool underwear to sell 
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their wool to. The authors will explain the whole value chain more consistent 
under the VRIO-analysis.  
 
3.2.4 Bargaining power of customers (buyers):  
The most important components that decide the level of degree of buyer power are 
the size of the customers and the concentration. It is possible to have few but large 
customers and they will be able to control your firm. If a company has many 
competitors that offer the same kind of products and the customers know about 
the competition, their buyer power will be considered to be high since there is low 
switching cost for changing a product.  
The bargaining power of customers can also be described as the market of 
outputs, where the ability of customers to put the firm under pressure, but also 
affect the price sensitivity for customers.  
In France, the buyers of sports underwear go under the category of active people 
who enjoy the outdoor life. These buyers are generally living in the Rhone-Alps 
district with close connection to beautiful nature. None of these customers are 
large enough to affect the firm in any way due to their small single purchases.  
 
Furthermore a potential customer/buyer can be sporting good chains that buy large 
quantities at once, to therefore distribute these products out to single stores around 
the country. These kinds of buyers will have large power and be willing to push 
prices to a minimum if assigning in a large order. 
 
3.2.5 Threat of new entrants 
The sports underwear market is France can be characterized as profitable with 
only few companies competing in a market that has high potential. Because the 
market is profitable, the chance for new competitors entering must be considered 
to be high. This will again decrease the overall profitability for the whole 
industry
24
.   
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There are few barriers to enter this market, and this is important for brands that 
are already distributed in other countries in Europe. The brand equity for sports 
underwear is low due to the fact that consumers are putting more focus on the 
price aspect. 
  
The market consists of two different quality levels. The first level is the low 
quality products that can be found in supermarkets. The second level is high-
quality products that often are produced from real merino wool by foreign 
companies that enter and leave the market according to how successful they can 
operate.  Because the French people have low knowledge about the merino 
products, the only place to find these kinds of products are in special stores where 
the sales personal know the benefits of the products.  
 
To summarize this framework, the authors will conclude that there are few 
competitors that offer wool products but that the threat from substitutes can be 
considered as high. The power of suppliers is low hence the fact that Devold owns 
a large part of their production facilities. Power of buyers depends on if buyers are 
defined as consumers or retailers. Consumers will not have enough power to make 
any impact in the industry, where as retailers who buy large quantities can affect 
prices and exercise control in different matters.  
 
3.3 Pestel Analysis  
The authors have used the Pestel analysis as a framework to scan the French 
external environment. This framework provides us with a better understanding of 
how external factors may have an impact on the industry, and makes it easier to 
asses risks connected up against entering the market in France.  
 
Finally the Pestel analysis, together with other external analysis like Porters five 
forces will lead us to a conclusion of which treats and opportunities that we see in 
this environment, which will be summed up in a SWOT analysis. These 
frameworks can be very useful for firms when producing a strategic direction for 
future expansion into new markets. Since the macro environment contains many 
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factors that can affect a company and its strategy, it is important to identify key 
drivers for change
25
.  
3.3.1 Political: 
The factors that we view as important to be aware of are trade restriction in 
entering the French market and French government intervention. Trade 
restrictions for entering the French market is regulated on an EU directive level. 
Norway is not a part of the EU, but is however a part of the EEA agreement. EEA 
provides a common framework for trade and economical relations and covers the 
four freedoms of goods, people, services and capital. For the areas that the EEA 
covers, EEA citizens shall be treated equally with members of the EU
26
. 
  
Devold has experience in trade with other EU countries and this makes them more 
aware of the situation and able to tackle entry barriers better in France.  
The government has since the end of the World War ll (2) been actively 
participating in shaping and giving direction to French companies. Still in the late 
eighties the government was actively trying to build up French companies to be 
large and powerful enough to compete on a global stage. These government 
intervention policies have largely been accepted in business
27
. 
 
3.3.2 Economy: 
According to the CIA World Factbook has France been handling the financial 
crisis better than most other European countries. However, the economy still has 
seen better days. Real GDP has had a downturn of 2.1% in 2009 while 
unemployment increased with 2.6% ending up at almost 10%.  
 
There have been taken measures as a response to the effects of the crisis and 
several economy stimulating plans have been launched, leading to even higher 
taxes for the French people. For instance in February 2009, a plan to stimulate the 
economy was launched, giving tax breaks to small businesses and focusing on 
                                                     
25
Johnson et al 2008:56  
26
http://www.regjeringen.no/en/sub/europaportalen/eos-og-efta.html?id=115261, March 
13,2010, 21.10 
27
http://www.worldbusinessculture.com/French-Business-Style.html, March 19,2010, 19.53 
Bachelor International Marketing Grenoble Graduate School of Business       June 7th 2010 
Side 27 
infrastructure investment. In addition to this, a strategic investment fund was 
created to protect French companies from foreign acquisitions
28
. 
 
France is already known for having high taxes, and these measures are insuring 
that the tax burden in France remains one of the highest in Europe. The tax burden 
is around 50% of GDP. The budget deficit increased heavily from 2008 to 2009 
where it ended up at 8% of GDP, which is 5% higher than the European Union 
common goal of a requested 3%
29
. 
 
In the future there are going to be several measures to reach the required Eurozone 
level. As an example, France has promised to freeze spending in order to reach the 
3% level by 2013
30
.  
The standard VAT rate has since 2000 been 19.6% 
31
. 
 
The VAT rate concerns all kinds of general consumption
32
. President Nicolas 
Sarkozy has expressed that he does not believe that a lowering of the VAT rate is 
a solution to the economic crisis. He is more in favor of increasing the VAT rate 
compared to lowering, since lowering would only increase spending
33
. The effect 
of high taxes and raised VAT would hurt consumer spending, which already has 
been lower than normally. A consequence of this would be that companies start to 
use a pricing strategy that would affect the economy in the long term.  
 
The annual inflation rate in 2009 was 0.1%. In 2008 it was 3.2% and in 2007 
1.6%. In the European Union the average inflation rate of 2009 was 1%, while in 
2007 it was 2.3 and in 2008 3.7 %
34
.  
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Unemployment rate in France is estimated to reach 9.7% in 2009
35
. The 
unemployment rate is expected to continue increasing and to stabilize in 2011, 
before decreasing
36
.  This means that an effect of this that consumer spending and 
consumer confidence can experience a downturn.  
 
Unemployment is especially high among youth and in the immigrant community. 
An article about population below the poverty line in France claims that in 2007 
more than 13% of the French populations of 60 million were in this situation. This 
information is based on a report from INSEE which is the French national statistic 
institute
37
.  
 
However, a report from 2008 shows that despite economic downturns and high 
taxes, in general disposable income was still high. This was especially for the age 
group between 50 to 54 years old. The population group that has second highest 
income is the age group between 32-48 years old. France is split up in different 
regions where the wealthiest area is the Paris region. The Ouest region is located 
in the North West towards the Atlantic Ocean is the least wealthy region in 
France
38
. 
3.3.4 Socio-cultural:  
France is the most visited country in the world and maintains the third largest 
income in the world from tourism
39
. Currently, France is experiencing an ageing 
population. However, compared to other west European countries it still has a 
young population. The country was also in 2008 experiencing a baby boom
40
. Due 
to the ageing population which also has the largest disposable income, there can 
be opportunities for developing business strategies targeting a new segment of the 
existing market. 
 
During the financial crisis consumers’ awareness of prices changed and 
consumers became more concerned with cheap prices. Sales and promotions 
became increasingly important, and consumers are now waiting for these periods 
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and offers before they buy clothes
41
. Due to this, Euromonitor pointed out that 
sales periods in the clothing sector are becoming to a greater extent concentrated 
and they represent a substantial part of total annual sales. 
 
A majority of the French population have an active lifestyle and more than half of 
the French practice sports regularly. They have a broad interest in sports and 
practice approximately 4 different types of sports. They are also very collectivist 
while performing sports and like to blend social life with sports trough including 
family and friends with their activities
42
. 
 
 Since sport is becoming more integrated in the French lifestyle it has led to a 
different style of clothing with a higher focus on casual, easy and comfortable 
factors. They are also becoming more aware of sustainability and environmental 
issues. A report from Euromonitor, shows that even though the French are 
increasingly more on the outlook for cheap prices and good offers, they are still 
interested in investing in ethical and organic products
43
 
3.3.5 Technological 
The number of internet users include users who access the Internet several times a 
week , but also those who access it only once within a period of several months 
and was in 2008 42.315 million
44
. 
 
Internet as a distribution channel is gradually becoming more common, and 
consumers progressively browse the internet for sales offers and in search of 
cheap prices
45
.  
 
Considering that e-commerce is becoming popular when it comes to clothing and 
footwear interesting opportunities can derive. 
 
Public internet access is widely distributed through WIFI-hotspots.  However, 
most internet users go online from home. Young people and teenagers are an 
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important segment when it comes to internet use. They use the internet frequently 
and often download content from their mobile phone.  
 
Young people also use social networking sites frequently and in 2008 France was 
the 3rd largest user of social networks in Europe with 21.7 million active users. 
Facebook was in 2008 the most popular networking site with skyrock.com 
following after. Twitter did not reach the top 10 list
46
.  
3.3.6 Environmental factors 
Environmental trends are becoming more common in the French society
47
. This 
can create business opportunities for companies that focus on producing eco-
friendly products and packaging. France is currently ranked as number ten (10) as 
the most eco-friendly countries in the world
48
. 
 
The consumers are being more aware of the environmental image that contributes 
to a better operation from the firm. The trend is most-likely here to stay, and this 
means that most of the brands operating within the industry will claim that they 
operate in an eco-friendly way. It will therefore be harder to use this factor in 
order to differentiate themselves from competitors.  
 
Environmental factors can also be important due to the fact the demand for wool 
underwear can be considered as seasonal. The world is experiencing a climate 
change and the weather in France has developed to have shorter winters and 
longer summer. This means that the potential users of wool underwear only would 
need this for a shorter period of time than before.  
 
France is a large country and has therefore a diversified climate. Climate change 
and global warming are impacting the weather and extreme weather conditions are 
increasing in frequency. 
 
There are mainly two climate zones in France, which one can view on the map 
below. The country is divided by a grey line going from the northern border that 
France shares with Belgium to the southern border that it shares with Spain. This 
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border indicates the two different influences on the French weather; the oceanic 
weather which comes from west and the continental anticyclones from east.  
Oceanic weather means a mild climate, with some rainfall all year round. The 
semi-oceanic area has less rain since it is partially affected by the continental high 
pressure systems from the west of France.   
 
The continental anti cyclones from the west mean that it is warmer in the summer 
and colder in the winter than in other climate zone. In addition, with an exception 
from the mountain zone it is also dryer compared to the oceanic zone. The Alps 
and the Pyrenees have cold, snowy and long lasting winters
49
. The south of this 
zone; the Mediterranean is not affected in the same degree by the high pressure 
systems as the rest of the continental zone
50
. (see appendix 5) 
 
Since wool sports underwear first and foremost is a seasonal industry and often 
connected up to ”warmth”, the colder parts will be the easiest segments to reach. 
The authors believe that these are the segments that Devold should focus upon 
when still new on the market. 
3.3.7 Legal factors 
The European Union is a free trade area and a customs union, and the EU has a 
common duty to third non-member countries. Norway is not a member of the EU, 
but has a special agreement through the European Free Trade Area. The European 
Economic Area gives Norway the privileges of a free trade union. The EEA 
shares several of the same rules such as free movement of goods, services, labor, 
money, but does not include VAT and customs rules. VAT needs to be paid on the 
supply of all goods and services, unless they are specifically exempted from VAT 
liability. The standard rate of VAT is 25 per cent in Norway, and in France its 
19.6 per cent
51
. 
 
In France, labeling is strictly controlled and all companies are adviced to look into 
both the French and the European law to gain knowledge before starting the 
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process of exporting to the country.The regulations encourage producers to have 
multilingual information on their labels.  
 
French government states that writing must be clear and understandable and all 
labels must be written in french
52
. However in the interviews with other 
norwegian companies such as Janus and Dale of Norway, the authors experienced 
that these regulations are not strictly obtained. 
  
The labels must state exactly what the product is, and explain all materials used in 
the production.  Information on product safety has to be written somewhere on the 
package,  and the name and contact information of the manufacture must be 
indicated on the package, including the person responsible for marketing of the 
product in Europe
53
. 
 
3.4 Cultural Dimensions:  
Geert Hofstede is a well known Dutch scientist in the field of cultural differences. 
He performed an analysis of the culture within IBM in the period from 1967 to 
1973.  
The analysis covered more than 70 countries with different IBM offices around 
the world. Since that time the work and data has been updated and extended. The 
Hofstede dimensions are power distance, individualism, masculinity and 
uncertainty avoidance.  
We have used these dimensions to put the cultural differences between Devold’s 
home market and France in perspective. 
 “Culture is more often a source of conflict than of synergy. Cultural differences 
are a nuisance at best and often a disaster."     Prof. Geert Hofstede, Emeritus 
Professor, Maastricht University. 
To not clearly identify the importance of cultural differences can cause a company 
not to succeed in their operations 
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Before we start comparing the dimensions we will give a short definition and 
summary of the different dimensions and their meanings. 
The importance of understanding different cultures is clearly mentioned on 
Hofstedes Internet page
54
. All the information concerning the dimensions is 
gathered from this page.  
3.4.1 Power Distance 
High power distance versus low power distance means to which degree people in 
a society accept that power is distributed unequally compared to that this is 
unacceptable in a society. In business high power distance would typically be 
reflected by that a company is operated trough a hierarchy in management and a 
strict leadership style where authority and respect is very important. 
3.4.2 Individualism versus collectivism 
This dimension indicates if individuals in a society view themselves as a part of a 
group or if they don’t. In business and negotiations this can often be seen thought 
that a negotiator from an individualist culture would focus on a win-lose deal 
while a collectivist negotiator more would search for a win-win deal. Teamwork 
and co-operations are easier within a collectivist culture, while in a individualist 
culture relationships are not valued as much. 
3.4.3 Masculine versus Feminine  
Refers to in which degree there exist different values between the groups. 
Masculine values would be competitiveness and where the need for wealth is very 
important compared to feminine values where relationships and life in general are 
more important than work. A very harsh and competitive environment in the work 
arena would be an example of a masculine culture, while a workplace where 
teambuilding is encouraged and the environment is caring and nurturing would be 
an example of femininity. 
3.4.4 Uncertainty Avoidance 
High uncertainty avoidance versus low uncertainty avoidance indicates whether a 
society aims to reduce risks and is averted towards change in contrast where a 
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society embraces change and views it as a source to new opportunities. High 
uncertainty avoidance can be seen in societies where rules, structure and 
organization is very important. 
3.4.5 Time perspective 
Long term orientation versus short term orientation means the importance 
connected up to the future or the present and the past. A long term oriented culture 
would typically be concerned with actions that will affect the future, while in a 
short term oriented culture people value attitudes that are affected by the past and 
the present, instead of the future. The fear of losing face and respect for traditions 
is typical for a short term oriented culture. 
 3.4.6 Conclusion Geert Hofstedes dimensions  
France has a fairly high level of power distance and individualism reaching 
around 70 out of 100 points. The level of masculinity is right below mediocre, 
which indicates that society is slightly more feminine than masculine. The level of 
uncertainty avoidance is rather high scoring almost 90 out of 100 points. Long 
term orientation scores 20 points which is fairly low.    
  Norway France 
Power Distance 30 70 
Individualism 68 70 
Masculinity 8 43 
Uncertainty Avoidance 50 86 
Long term orientation 0 20 
Tabell 1 Cultural dimensions 
  
Norway´s level of power distance is at 30, while France has a level of 70 on 
power distance. The lower power distance index in Norway means that Norway is 
more concerned about equality and society does not accept that there exist 
different treatments, while in France this is more accepted. In management this is 
often reflected with a top-down communication style and a hierarchical 
organization. Status and power is connected up to which school, family, area that 
you come from and so on. 
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The level of individualism is quite similar. Both Norway and France´s level of 
individualism is between 70 and 80, which is fairly high. This means that in both 
societies people do not bond too much and the ties between people are loose. 
People are supposed to take care of themselves and do not really feel the need to 
be in groups and take care of group interest. In business this could be seen when 
partners or co-workers are more concerned with their own wellbeing than the 
relations they are part of. 
The masculinity is much higher than in Norway, since this characteristic basically 
is not present in Norway. A masculine society versus a feminine society says 
something about how caring, nurturing, mild, competitive a society is. Some of 
the masculine factors present in France are for example the importance of work 
were career overshadows family, willingness to work overtime, competitive 
working environment and a live to work mentality. However, the index for this 
dimension are not of such size that this would be a major problem, but it is more 
present in France than in Norway and is a factor that one should be aware of. The 
high level of masculinity means that in France a more competitive business spirit 
and environment could be expected.  
Uncertainty avoidance is relatively higher than in Norway as well. Uncertainty 
avoidance in Norway is right above 50, while in France it is at almost 90.  Society 
focuses much more on risk avoidance and is skeptical to change. Norway leans 
more to the opposite side and is more open towards change, has a higher risk 
acceptance etc. This could mean that companies could be more averted towards 
doing business straight away and that some degree of relationship building is 
needed before a deal can be sealed. 
3.4.7 French business culture 
The French business culture is affected by different sources. Through many years 
it has been influenced and will keep being influenced from northern and southern 
Europe, which have two very different approached to business. They also get 
influenced from the east side including Switzerland, Austria etc. At the same time, 
France is a big country and internal culture is also different from the north and the 
south.  
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3.4.8 Network 
In France personal networks are important and this can be a success factor. It is 
easier to get things done and seal deals if you have good contacts. To some degree 
the French like building relationships before they start doing business with you. 
Here we once again see the importance of personal networks and it is helpful to be 
introduced trough chambers of commerce, trade associations, international banks 
etc. The French are definitely more relationship oriented than the Norwegians and 
this is something that always should be kept in mind when doing business in 
France. 
3.4.9 Language  
They are very proud of their language and they prefer doing business in French. 
However, especially younger people are learning English and it sometimes 
possible to only communicate in English. If a company is serious about doing 
business in France, they should have someone at the office who speaks French or 
at least use an interpreter for initial contact or for meetings. 
The French communication style is emotional expressive and they enjoy arguing, 
which should not be mistaken for hostility. When it comes to verbal 
communication and negotiations they like to express themselves in their own 
language because of their habit of using elegant phrases and verbal flourishes to 
back up their arguments, which is lost when they use another language. When it 
comes to non verbal communication they have a higher use of body language and 
high contact behavior than the Norwegian culture. The space bubble, which is the 
distance between persons who interact, is also smaller than in Norway. 
They have a loose orientation to time and can show up a few minutes late to 
meetings, but still they expect you to be on time, especially if you are the selling 
part. It is also very common to not have a strict agenda in meetings. 
French management style is very distinct from the Scandinavian management 
style which is very egalitarian. The French management style has a hierarchical 
structure where authority is not easily is distributed.  
 The French negotiation style is hard selling tactics should be avoided, while sober 
presentations with logic and good reasonable arguments should be used. When 
arguing with the French you should be prepared to respond with factual counter 
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arguments, and once again logic is important. If they argue with you it does not 
necessarily represent a lack of interest, it is basically just their style of 
communication. In negotiations meetings can take a long time and the meetings 
can be unstructured. The French are very proud of their logical thinking and will 
be quick to correct you and attack your arguments if you are not able to present 
them in a logical way.  
As a conclusion to this is that cultural differences are something one must 
consider when exporting to another country. France and Norway is relatively 
close geographically, but there might still be several differences between the two 
countries. If Devold acknowledges these differences, it will be easier for them to 
do business successfully in France 
 
3.5 International characteristics of the industry 
We would like to summarize the external analysis with some general findings and 
conclude these into the external component of the “international characteristics of 
the industry”, also known as Solberg’s Nine strategic Windows. The components 
consist of two different factors to explore which are “International competition 
structure” and “Globalization forces”.  
3.5.1 International competition structure  
In order to analyze the international competition structure, we have decided to 
identify the most obvious competitors (brands) in the French sports textile 
industry and position them according to their international commitment and 
company diversity.  
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Figure  13 International competition structure 
 
The figure made above illustrates how the global sports textile industry looks like. 
It is important to notice that the optimal overview would have different sizes of 
the circles based on the respective sales volumes of each company on the world 
stage and their market areas illustrating its sports textile products based on the 
proportion of the total turnover in the company
55
.  
 
Due to difficulties collecting relevant information from each single company to 
make this illustration, the group decided to concentrate on the x and y axe of the 
diagram. The chosen brands in this illustration can be identified as global market 
leaders in the industry based on the previous analyses under Porters five forces.  
It is important to clarify that the companies listed are both those considered to be 
direct competing brands and substitutes.  
 
By reading the illustration, it is clear that the sports textile market can be 
characterized by international oriented brands competing on the world stage. 
Many of these international companies do not only carry sports underwear but 
focus on having many different product categories/segments.  
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Like the diagram illustrates however, most of the companies are operating mostly 
in the sports underwear industry, but there are some exception like Nike Inc. for 
example which is the world leading supplier of athletic shoes and apparel, but also 
manufactures sports equipment. The company owns four key subsidiaries in Cole 
Haan, Hurley International, Converse Inc. and Umbro. Their main focus is to 
provide consumers with an assortment of products including running shoes, 
shorts, jerseys, and base layers etc. Nike Inc. also produce the Nike Pro collection 
which is High-technical sports underwear made for athletes in different sports 
activities
56
.  
  
There are some direct competitors that operate on the international markets, but 
this is only within the wool sports underwear category. The main competitors can 
be defined as Icebreaker and Apani. These two companies can be placed under the 
niche oriented firms that provide the consumer with special products.  
 
3.5.2 Globalization Forces 
There are three different factors of globalization forces that can be analyzed in 
order to determine how globalized the French market for wool sports underwear 
is. 
3.5.2.1 Protectionist regulations in the country 
As we have mentioned earlier, France is committed through the EU membership 
to not protect any domestic industry by having protectionist measures like 
subsidies, technical barriers and import quotas. This regulation was introduced as 
one of two original core objectives of the European Economic Community and 
allows free circulation of goods, capital, people and services within the EU
57
.  
 
Because Norway is a member of the EEA, Devold will not face any difficulties to 
enter the French market
58
.  
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3.5.2.2 Nationalistic buyer attitudes 
This factor can be hard to understand and set many emotions in play, because 
exporters can experience this kind of protectionism behavior as unfair. 
Foreign brands will have a tougher time when competing in the French market 
due to the fact that the majority of Frenchmen are known to favor national brands 
over foreign ones. It is important to notice that it can be easier to penetrate the 
French market if your company is operating in a niche market, such as wool 
underwear. In France, the fashion industry along with the cosmetic industry can 
be considered as markets that the French are experts, and it will be hard to enter 
these two segments. 
 
3.5.2.3 Different preferences among buyers for technical 
solutions  
This form for barriers can make the market extremely hard to reach because 
consumers simply have no knowledge and do not believe in the technical 
solutions that your companies are trying to deliver them. A reason for this can be 
that they simply have no trust in your products, but also no previous history of 
using wool underwear. As we have discussed earlier, can the sports underwear 
market be characterized by having higher competition in the technical segment.  
 
The authors can conclude with the findings from personal interviews with store 
managers and market questionnaire that a majority of the French consumers have 
very little knowledge about wool products in general and no understanding of the 
benefits that wool underwear can generate.  
 
3.5.3 Conclusion  
When summarizing the findings the authors can conclude that the sports 
underwear industry can be characterized by many competing brands. Some of 
these have gained great knowledge from operating on an international stage for 
many years, and have many different products under the sports industry. A good 
example on this kind of company is Nike Inc, which have their focus on both 
sports appeal and equipment. It is not easy to decide if we would define the 
industry as a multi-local or a potential global structure of the industry. The multi-
local industry has some big international companies that have a marginal share of 
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the company total manufacturing range on these products. It also exist smaller 
companies that have their main focus on these certain products but also some 
minor players where the whole organization is based on these products. As for the 
potential global structure of the industry it can be argued that the international 
orientation of the firm can be shown as medium or even high for some companies 
that operate in many countries.  
 
We do not see any direct hinders or barriers for foreign companies to enter and 
there is already competition from international competitors. Most importantly 
however, is the fact that many French consumers have very low knowledge about 
the products so therefore will be hesitating in buying these.  
 
 
3.6 Internal Analysis 
3.6.1 The good export circle 
The company’s internal commitment to internationalization will determine 
whether it will succeed with its operations abroad. Therefore the firm attitudes, 
competencies and embodiment with regards to export activity, will be explored 
through the ACE-model. It is crucial to fulfil all three of them in order to achieve 
a good export circle. 
 
In order to become a successfully exporter it is important that there exists 
enthusiasm and dedication to the internationalization process. Enthusiasm will 
again lead to more knowledge and experience and this way the organization will 
become stronger and commit more and more as they go along.  
If all levels of the organization are pro-export and work towards this together they 
have good chances in succeeding with their export activities
59
.  
3.6.1.1 Attitudes: 
Devold has performed export through several years, and this practise is well 
established into the company. They have their own export sector within the 
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company. Additionally the company is well known with international trade and 
production, due to that production has been taking place in Lithuania since 2001. 
This shows that they have a high degree of cultural understanding which makes it 
easier to exploit new markets. Also, daily cooperation across borders has been 
common practice for several years. One of Devold’s future goals is to increase 
their export turnover to 40% of their total turnover. We can therefore conclude 
that they have a good attitude towards exporting. 
3.6.1.2 Competence: 
They are one of the oldest sports companies in Norway and have a long history of 
exporting. It goes all the way back to the beginning of the 20
th
 century. 
Competence within exports has been centralised and the export office has great 
experience from the international market. Their core competence is likely to be 
within brand building and innovation and they are constantly paying attention to 
international trends within the sportswear market. With this we can conclude that 
they have positive competences to succeed in several markets. 
 
3.6.1.3 Embodiment: 
In order to succeed internationally, a company has to have internal support and 
involvement to the internationalization process. A big successful company sees 
the whole world as their market, rather than their domestic market as the most 
important
60
.  
 
As of today Devold have distributors and agents in 20 different markets. This 
indicates that the Norwegian management believes that they have potential to 
succeed in an international market, and they are interesting exploiting new 
markets as well. Therefore the authors believe the internal involvements towards 
seeking new markets are high.  
 
A positive attitude towards export is present in the company. However, the firm 
should never forget the importance of dynamic capabilities and the will to change 
needs to be present in order to respond quickly to changing environments and 
external influences. 
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Figure  14 ACE framework 
 
 
3.7 The Bakka Model 
The Bakka model (see appendix 6) is used to see how far a company is in the 
internationalization process, and to further reveal what might be the best strategy 
to consolidate their position. The model consist of five different categories; trial 
export, extensive export, intensive export, multinational marketing and global 
marketing. In each step there are seven sub-categories, which one can analyze to 
determine where in the internationalization process a company is
61
.  
 
In the step of trial export, companies often have small knowledge about export 
and market is relatively small and it is crucial that all sectors in the company 
supports the choice of exporting, if not they will fail.  
 
In extensive export companies makes a lot of appointments and agreements with 
agents in several countries but fail to follow up because they don’t have enough 
resources. Goals may be unclear and it is difficult to get the right market 
information and gain customer loyalty.  
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In the step of intensive export companies starts to get more knowledge and 
experience within export and it’s easier to make good solutions and they can 
concentrate on moving on to the next step, which is international marketing. In 
this step export is an important part of income at the firm, but now they have to 
start thinking of marketing the products, set clear goals and make a strategy in 
order to reach the goals. Here the firms must chose their segments, price, 
distribution channel, marketing and create an export organization.   
 
The last step is global marketing and the firm is big globally with sales offices 
around the world, international PR and have global products and production
62
.  
After evaluating Devold, each step will be analyzed more in depth. 
 
The motives behind Devold’s export are financial but also to gain market share 
outside of the domestic market. Therefore in the case of the Bakka model they are 
using intensive export and they are strategic and operative. They want to exploit 
the French market and be one of the first/best actors in France to sell outdoors 
garments made of Merino wool. They want to enter the market using distributors 
and increase their market share. Devold is exporting to as many as 20 different 
markets throughout Europe and USA, but their main focus is Scandinavia and 
Europe; according to this we can place them in stage three. 
 
Devold are market leaders in Norway within sales of outdoor sportswear made of 
wool. However internationally they have not yet been able to develop well-
established brand recognition but this is increasing. Hence, it is suitable to place 
them in stage three of the model. 
 
Their entry strategies are mainly the same in every market. In most cases they use 
a distributor, but in some cases they use agents. It can be hard to establish a good 
relationship with an agent; therefore Devold tries to minimize the use of this entry 
strategy. They have their own export sector. It is important for Devold that one 
can communicate in English. Currently they are opening a showroom in Paris 
with some of their most famous products. 
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In the sub-category marketing mix, Devold have chosen a differentiation strategy. 
According to Philip Kotler the branding will enable the market offerings to be 
positively differentiated. Devold offers a portfolio of market offerings to cover 
many market segments. These offerings can include such attributes as form, 
features, customization, performance quality, conformance quality, durability, 
reliability, style and design. Design has become a very important differentiation 
the last decade
63
.  
 
Devold does not focus that much on price, but more on quality and the uniqueness 
of their products. They focus on the emotions, culture, technology and design and 
therefore they fall under the category differentiation.  Their market 
communication has so far been done through their web page, sponsorship of 
athletes and expeditions, show rooms in stores and participating on Expo fairs, 
with some more marketing in Norway. When entering France they might have to 
consider focus more on marketing. The price of Devold products can be seen as 
being in the medium to high range. Merino wool is a quality product and cost 
more than normal technical sportswear. These facts result in the firm still being 
placed in stage three.  
 
The last stage is their financial results. This shows a high growth rate over the last 
years and has today a healthy financial result, as seen under the financial 
statement (see appendix 7). The export abroad is contributing positive to their 
financial situation.  As of today the export turnover is 15 % of total turnover, 
which is suitable for stage three.  
 
3.7.1 Conclusion 
To conclude the Bakka model and the internalization process Devold can be 
placed in stage three out of five.  This stage is of course a challenge for them, 
because they at all time need to be updated of trends and styles in the market and 
be competitive. The competition they meet abroad will be different, since Norway 
is the hardest market in the world for wool garments, but abroad the competitors 
will often be bigger and have a better financial base. It may also be difficult to 
obtain customer loyalty partly because there are so many other competitors who 
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have been longer in the market, and customers often chooses products produced in 
their own country.  
 
3.8 Market share in reference market 
3.8.1 Boston Consulting Group 
The company share in the reference market is crucial to see its internationalization 
capability for the company.  To do this, the authors have decided to use the BCG 
matrix method; this method was developed in the 1970’s by the Boston 
Consulting Group. The BCG matrix method is based on the product life cycle 
theory that can be used to determine what priorities should be given in the product 
portfolio of a business unit. The model has two dimensions: market share and 
market growth. High marked share gives high profitably, and high market share 
means that company is popular and customer may pay more for the company 
products
64
. 
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Figure  15 BCG matrix 
        
Placing a product in the BCG matrix can result in 4 categories in a portfolio of a 
company. The authors will further explain these categories
65
. 
 
 If the company is a star they have high growth and high market share but 
should consider reinvesting a lot of their profit in order to follow the 
market growth.  
 Cash cow means that the company has low growth but high market share. 
 The category dog can be defined as a company with low growth and low 
market share and the company should consider shutting down their 
operations. 
 The last category is a question mark and is shows a high growth but low 
market share in a growing market and need to reconsider to develop a 
competitive advantage for them to become a star.  
 
In this case Devold would be a star in the domestic market, because they have a 
solid marked position in Norway since there is a high demand for wool clothes, 
and they are famous for their quality products. Devold has a good profit on their 
product and should keep reinvesting in their high quality wool textiles in order to 
follow the market demand and trends. 
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However, if we use the BCG matrix method and look at the firm internationally, 
they would be in the category question mark since the segment they operate in is 
growing, but they have a low market share. Their competitive advantage would be 
their innovative merino wool clothes and high quality products. It will be crucial 
that they are updated at all time about new trends and market demand.   
 
The BCG matrix also gives information about competition a company can expect 
in the different markets. There are some critics about the BCG matrix because 
high market share is not the only success factor, and the market growth is not the 
only indicator for attractiveness of a market. In some rare occasions the Dogs can 
be more profitable than the cash cows. 
 
With this, the authors conclude that Devold is a well-established company in the 
Norwegian market, with high growth and good market share and should 
continuing focus on being a star and reinvesting and developing new products in 
order to be successive and keep their market share in Norway. Internationally, the 
firm operates in a market with differentiated products and they should focus on 
their core competencies. This can give the firm a competitive advantage in the 
market. 
 
3.9 Market network 
An international marked network will benefit the company with both increased 
awareness in the target market, but also with increased market information and 
intelligence. A market network can also be a motivating factor for the further 
internalization of the company. When a company has a well functioning market 
network, it will give them the possibility to use these networks to develop their 
knowledge and experience. Devold already have well established 
International market network in Europe and must continue to use their 
communication capabilities to achieve a bigger network in France, due to France 
is a country of personal networks. Having this kind of network will allow the firm 
to operate in a more efficient way.  
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3.10 Nine Strategic windows 
Solberg’s 9 strategic windows framework defines nine international marketing 
strategies for internationalizing firms or business units. Each strategy matches a 
strategic window that is opened by a logical combination of a certain degree of 
industry globality a firm is facing and the firm’s preparedness to 
internationalization
66
.  
 
This model of strategic decision making consist of two factors to evaluate  
o The international characteristics of the industry 
o The ability of internationalization 
 
International characteristics of the industry are made up of two factors to evaluate; 
“Globalization Forces” and “International Competition Structure”. When 
analysing the international competition structure it is important to identify the 
biggest competitors in the industry and position them in relation to their 
international abilities and organizational strengths.  
 
Looking at the firm’s ability of internalization there are several factors that are 
necessary to consider. The authors have divided them into three different 
categories which are the globality of the industry, market share in the reference 
market and market network.  
 
When characterizing the firm’s ability to face the challenges of 
internationalization the authors will use the “Good export circle” and the “Bakka 
model”. 
 
 In market share in the reference market the authors will use the BCG matrix to 
see the market share and market growth in the industry. In market network means 
that the company need a well-established relationship with suppliers, distributors, 
agents, buyers and other partners at home, as well as in their export markets. A 
good market network can be a motivating factor for the further internalization of 
the company. 
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After evaluating where the company is standing in terms of international 
capability and international characteristics of the industry, the authors will choose 
one potential window and give a recommendation on the basis of this
67
.  
 
Figure  16 Solbergs Nine Strategic Windows 
 
3.10.1 Conclusion  
To conclude the nine strategic windows, the authors chose to place Devold in the 
window expand in International markets. The reason for this is that they already 
have a certain position in International markets, and the firm has developed a 
good International business culture through the years.  
 
Furthermore, they are operating in a potentially global market and what they need 
to focus on in the future is developing a broader network and gaining more market 
share internationally in order to gain brand awareness and a competitive 
advantage towards the competitors. 
 
 As the authors see it, Devold has the amount of knowledge, finances and 
experiences needed to survive on the French sports underwear market. They offer 
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a great portfolio of products, and the market is growing because the consumers are 
more aware of the benefits of wool products. 
 
3.11 Value chain analysis: 
   
In order to better understand the activities and the competitive advantages Devold 
of Norway has, we will do a value chain analysis. 
 
”A value chain describes the categories of activities within and around an 
organisation, which together create a product or a service”68 
 
 
Figure  17 Value Chain Analysis 
 
The value chain of Devold can be described to contain four parts within the 
primary activities. We have chosen only to analyse the primary activities, which 
are inbound logistics, operations, outbound logistics, marketing, sales and service 
since these in our opinion are the most relevant in this case. 
 
 The first face; inbound logistics is Devold® of Norway’s purchasing of 
merino wool from farmers and wool pools from mainly Tasmania, 
Australia and New Zealand.  
 
 The second face is the transportation of merino wool to Indonesia to sort 
and wash the merino wool. 
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 From Indonesia the wool is transported to Lithuania for further processing, 
in other words washing, sorting, spinning, colouring, knitting, cutting, 
sewing and packing. The industrial products are also treated chemically to 
make them flame resistant. Other wool is bought straight from 
international partners. The colouring of wool happens in a colour firm 
where Devold® of Norway owns 40%. Cutting, sewing and packing is 
performed at UAB Devold which is 100% owned by Knut Flakk.  
 
 Last but not least, outbound logistics are distributed from the factory in 
Lithuania and Norway. Marketing, sales and service is processed from 
Langevåg in Norway. In countries where they have distributors, they 
perform some of the marketing, sales and services. 
 
Through the value chain analysis we were able to define different strategic 
resources and capabilities within the primary activities .We have chosen to 
categorize the level of importance of different capabilities in our opinion.  
One capability is the control that Devold has when it comes to their value chain. 
This means that they have the capability to double production or rearrange 
production patterns within only a few weeks. This makes them able to respond 
quickly to market signals, which are a very strong competitive advantage for them 
compared to a competitor that produces their products in Asia. It will take several 
months for them to rearrange production patterns because of the logistics. 
One additional capability is the culture, history and heritage which Devold has 
and which they are very proud of. The history goes all the way back to 1853 and 
Devold products are the number one choice on expeditions around the world. 
 
Thirdly they have a capability with the owner “Flakk Group” which has a very 
strong economic position that opens up great possibilities when it comes to 
investments and further expansion in international markets. 
 
To conclude the authors believe that Devold’s strongest capability is the control 
and experience they have when it comes to their own total value chain. 
Developing a strong value chain is a cost advantage for the firm and it helps them 
differentiate themselves by focusing on those activities associated with core 
competences and capabilities in order to perform better than their competitors. 
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3.12 Brand strategy 
Devold is in a continuously growing, bustling and global textile marked and there 
will be an increasingly number of products with similar price, quality and 
construction. They believe that successful brands are brands with a personality 
and a history - this gives the consumer an emotional bond to the brand. What they 
believe is unique with their brand is connected up to nature, culture, heritage and 
national identity. 
 
 Devold states:” We live were other test their products and we are a small 
independent company that has produced clothing for nearly 160 years. We are 
Norway’s most long lasting textile brand, with a rich, inspiring and unique history 
and we have a strong, Norwegian, national identity with linkage to daring 
adventures from the first Vikings”.  
 
What they view as unique with the brand and what differentiate it from other 
competitors is history, geographic location with fjords, lakes, mountains and the 
Norwegian soul. 
 
These criteria are valuable for Devold in the domestic market, but in an 
international coherence this will not give a competitive advantage, since Norway 
is not a well-enough known country international. 
 
Figure  18 Devold Company 
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3.13 VRIO 
The VRIO is a tool to analyze whether a resource or capability has any 
competitive potential. VRIO stands for value, rarity, inimitable, and also raises the 
question about if the organization is organized well enough to be able to exploit 
this capability
69
. 
 
The question treated in this section is which capabilities Devold has that can 
create a sustainable competitive advantage. In order to answer this question we 
performed a VRIO analysis. 
 
The strategic capabilities that we have located as most likely to provide a 
sustainable competitive advantage are the control in the value chain or the Devold 
heritage and culture. The authors have compared these up against each other and 
looked at if they are compatible with the framework. Through using these criteria, 
capabilities are analyzed in order to see which capability that can give the highest 
chances of providing a competitive advantage.  Through doing this analysis we 
found that the control in the value chain is the most important and relevant 
capability for creation of a sustainable competitive advantage. 
 
A capability cannot be a sustainable source to competitive advantages if it does 
not create any value for its customers. Devold has strong control over their value 
chain which leads to efficiency. They are able to respond fast to market needs and 
deliver exactly what the customer wants. If Devold Active sells distinctly more 
than Devold Multi Sport they have the ability to change production patterns in 
short time. In this way they produce what the customer wants. Efficiency can also 
lead to that they can achieve more competitive prices. 
  
In addition the level of rarity of the capability and the uniqueness of the recourse 
are relevant. However, rare capabilities or rare recourses might not provide a 
sustainable competitive advantage if they are easy to transfer or only temporary. 
The capability should also not be imitable or substitutable. This capability is in 
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our opinion relatively rare since they own most of their production facilities 
themselves. The downside is that it could be copied. 
 
It is important to analyze the capabilities to recognize the one´s that create much 
value from the one´s that create less value. Having a capability that is distinct 
from other competitors will not necessarily lead to a powerful and sustainable 
competitive advantage. The author’s opinion is that Devold has a capability that 
creates value and the company is well organized to use this capability. The 
downside is that competitors can imitate this if they have the economic means. 
 
Organizational knowledge is the collective experience accumulated trough 
systems, routines and activities of sharing across the organization
70
. This concerns 
both explicit organizational knowledge and communities of practice. The firm has 
knowledge when it comes to exporting and they know their value chain very well. 
They have a very experienced export department. 
 
To conclude on the basis of the discussion above, the authors believe that this is 
the strongest strategic capability that Devold has.  
 
3.14 SWOT analysis 
The authors have used the SWOT analysis in order to evaluate Devold`s strengths 
and weaknesses, but also the possibilities and threats that exist in their external 
environment. The SWOT analysis is used for strategic planning and gives an 
overview of internal areas of improvement, and external influences that might 
treat the company goals or lead to interesting opportunities. Through the primary 
and secondary research the authors have been able to identify the firm’s most 
important strength and weaknesses for the French market, and identified the most 
important opportunities and threats that they might face entering a new market
71
.  
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A further explanation of the different elements: 
3.14.1 Strengths 
A firm’s strengths are their resources and capabilities that help them developing a 
competitive advantage. Such examples can be strong brand names, patents and 
good reputation.  
3.14.2 Weaknesses 
The weakness of a firm can be the absence of certain strengths such as high cost 
structure and a weak brand name.  
3.14.3 Opportunities 
The external analysis can reveal new opportunities for profit and growth. 
Opportunities can be unfulfilled customer need and arrival of new technologies. 
3.14.4 Threats 
Threats can be changes in the external environmental market such as new 
regulations and increased trade barriers. 
 
Based on the internal and external analysis, the conclusion so far is that Devold 
has good opportunities to enter the French market with their products, Multi 
Sport, Active and Expedition. The SWOT analysis is single weighted (see 
appendix 8). 
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Strengths :  
- Value chain  
- Quality of products  
- Economic resources 
- Brand recognition in 
domestic market  
Weaknesses:  
- Lack of knowledge about 
foreign markets  
- Marketing budget 
- Vision and Goals 
- Organizational size  
Opportunities :  
- New markets  
- Few competitors when it 
comes to wool products.  
- Changing the perception of 
wool.  
- Environmental focus 
- E-commerce 
Threats :  
- Price sensitive consumers  
- Increasing VAT and high 
taxes.  
- No culture or tradition for 
the use of wool.  
- Wrongful perception of 
wool  
Figure  19 SWOT Analysis 
 
4.0 Strategy  
4.1 Strategic Problem Definition  
On the basis of the SWOT analysis the authors have developed a strategic 
problem definition which will be the platform for a product and marketing mix 
strategy.  
 
“How can Devold with its lack of knowledge about the market and zero brand 
recognition advantage in France, use its high quality products, stabile financial 
recourses and efficient value chain, to overcome the barriers of non existing 
knowledge, tradition and culture for wool sports underwear, and stiff competition 
from existing competitors and technical  substitutes, to penetrate the French 
sports underwear market?” 
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4.2 Critical Success Factors 
RH Daniel proposed the principle of finding critical success factors in 1961 for 
educational purposes. F Rockart popularized it in 1979 and with time it has been 
more and more used outside of the educational area and applied in business. 
A critical success factor is about understanding what customer value is, and 
thereby understanding how you can provide them with this
72
. They are the factors 
or activities required for making sure that you business become successful. It is 
connected with segmentation through that it is important to see what the market 
segment that you have chosen views as important. People value different factors; 
therefore it is important to identify which factors that a segment values the most, 
which will be the critical success factors. When the factors are identified a 
company can adjust its resources and capabilities and focus on satisfying the 
existing needs in the segment
73
. 
4.2.1 Network and strategic relationships: 
As mentioned earlier is France a relationship-focused culture, which means 
relations and networks are important. Good connections are important to helpful 
in order to operate in a more efficient way. Choosing the right entry strategy will 
also be important with regards to this, because this can give you the right network 
and expand your opportunities.  
4.2.2 Marketing: 
The authors consider this to be most important factor for Devold to succeed in the 
French market since there is no tradition or culture in France for the use of wool 
sports underwear. It is important to make the right segment aware of wool and the 
benefits and attract them to the products. Since consumers are not aware of the 
products, the purpose and benefits these products bring along it can be hard to 
convince the segments to buy them. At the moment there is basically a non-
existing knowledge in the French market about wool sports underwear, and 
therefore an informative marketing strategy could build up this. This is something 
the authors view as critical for success. The competitor Icebreaker had the first 
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mover advantage in France and has already warmed the market up with 
informative marketing about merino wool, and this can Devold take advantage of. 
At the same time, it is still important that Devold has its own informative 
marketing strategy to create brand awareness and connect merino wool up to the 
brand name. 
 
4.2.3 Cash flow: 
Since the French market has been into a recession after the financial crisis 
consumer behaviour has changed. People might be more reluctant to spending 
money on these types of products, buy cheaper products, or support French 
products instead of foreign products. It is important for Devold to have some 
patience since the market might be slow. The question here is if the firm has the 
capital and cash flow it takes to run the marketing campaigns that are needed and 
await the results of it. Also, the financial means will help decide which entry 
strategy that will be chosen, which also will take part in determining how fast 
results can be awaited. 
 
4.2.4 Sensitivity for external influences: 
The external influences are listed in the Pestel analysis, and are important to 
monitor and adjust to in order to be able to react quickly to changes.  As 
mentioned while talking about cash flow, the French market has had a tough time. 
Devold needs to listen carefully to the market and their needs, and therefore it is 
relevant to keep monitoring the environment surrounding the company. 
 
4.3 Segmentation  
The definition of segmentation can be described like this: “A market segment 
consists of a group of customers who share a similar set of needs and wants
74
. It is 
important to notice that not all segmentation can be useful, and some of the 
criteria of segmentation is that it needs to provide appropriate information about 
the market.  
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There are five criteria a segment must fulfill, in order to be a useful tool for a 
company’s market strategies75. 
 
 Measurable: It must be possible to measure the size and purchasing power 
of the segment. 
 Substantial: Large and profitable enough, preferably homogeneous groups 
with the same preferences.   
 Accessible: Must be able to reach the segment, and operated in an efficient 
manner. 
  Differentiable: Segments can be conceptually distinguished from each 
other and respond differently to different elements and applications in 
marketing mix 
 Actionable: Effective programs can be formulated to attract and serve the 
segments 
4.3.1 Segmentation variables 
4.3.1.1 Geographic segmentation: 
The variable divides the market into different geographical units such as nations, 
regions, counties, cities or neighborhoods. The firm can operate in one of more 
areas at the same time, but also chose to pay attention to one specific local 
variation. A good geographic area for Devold to introduce their products would be 
the Rhone-Alps region. This region is home to some of the most spectacular 
scenery in France. The region is known for the famous ski resorts Val d’isere and 
Chamonix. 
 
The region is for the eight (8) consecutive years being ranked as France’s second 
most attractive region for foreign direct investments. The region consists of eight 
(8) “departments” and the market has potential of 6 million consumers with high 
purchasing power. The Rhône-Alpes region is among the strongest economic 
regions in Europe with the sixth-highest GDP with an estimated €190 million. As 
for demographic variables will age and family life-cycle be important
76
. 
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4.3.1.2 Demographic segmentation:  
The market is divided into groups on a basis of different variables such as age, 
family size, family life cycle, gender, income, education, religion, generation, 
race, occupation nationality and social class. These variables are the most 
common to use when separating customer groups and a good explanation is that 
they often are associated with customer needs and wants. Demographic 
segmentation can also be easy to measure, and therefore be very useful when 
looking for the right segment. The French population is experiencing both a baby-
boom and an ageing population can be important due to the fact that the average 
purchasing power will decrease. However, there are great possibilities to expand 
into the segment of families with a good job and stabile income. As for gender, 
both males and females will be attractive for the Devold products. These variables 
will have different attitudes and behavior partly because of the nature and partly 
as a consequence of socialization. 
 
4.3.1.3 Psychographic segmentation:  
The psychographic factors can be described as the science of using psychology 
and demographics to get a better understanding the market consumers. This way 
of segmentation divides into different groups according to their personality traits, 
lifestyle and values. A psychographic profile can be analyzed and developed by 
using the variables of activities, interests and opinions, also known as the AIO 
factors
77
. For the psychographic variables both genders will have an active 
lifestyle and enjoy spending time outdoors. These consumers appreciate a good 
quality product which allows them to experience the nature without worrying 
about keeping warm. This segment is willing to pay the difference for this, 
normally in a sporting goods store. 
  
4.3.1.4 Behavioral segmentation:  
This form for segmentation involves that consumers are divided into groups on 
the basis of their knowledge, attitudes, use of and response to a product. Many 
marketers believe that behavioral factors are the best starting point from which to 
set up market segments, and use this way of segmentation to find the perfect 
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target. The potential consumers of Devold products will have little knowledge 
about merino wool, but have attitudes that are possible to change. 
 
4.3.1.5 Conclusion of segmentation variables: 
After looking at the different segmentation variables, the authors have concluded 
they meet the demand for the five criteria that the segments need to involve in 
order to be valuable for Devold’s future market strategies. 
 
In Carl Arthur Solberg’s book “International Marketing” 7th edition we can find 
three ways of looking at market segmentation.  
4.3.2Undifferentiated Offerings  
The first approach is undifferentiated offerings, which means that companies are 
seeking to cover all segments with the same offerings. There are very few 
companies that operate by using this way for offering, because different markets 
will demand different packaging and price levels.  
4.3.3 Differentiated Offerings  
When a company is looking at differentiated offerings means that they will tailor 
their offerings to each and every individual segment according to different 
preferences. The last approach is named concentrated offerings, and involves 
companies that identify only one market segment and only concentrate on this 
particular one. 
4.3.4 Concentrated Offerings 
If a company chose to use the concentrated offering method of segmentation they 
will only identify one specific segment and specialize on this one. They use all 
internal resources to understand this segment, in order to increase profits in the 
long term.  
 
 In terms of the characteristics of the sports underwear industry and the total 
demand of the market, the financial situation and the products we believe it will 
be appropriate for Devold to approach the market with a undifferentiated strategy.  
This statement will be discussed more precisely under the marketing mix. 
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Each individual exporters approach will in each case primarily depend on the 
structure of the market, and secondly to the extent which each segment requires 
individual treatment. This can be it product adaptation, their own marketing 
channels or a differentiated prices. The exporter's internal production 
requirements are also critical to be successful.  
 
4.4 Positioning 
 
“Positioning is the act of designing the company’s offering and image to occupy a 
distinctive place in the mind of the target market”78 
 
Positioning is all about perception, and it differs from person to person. According 
to Al Ries “positioning is not what you do to the product, but what you do to the 
mind”79 
 
Understanding how the mind receives stores and or rejects information will 
improve the chances of making the positioning objective coincide with actual 
positioning in the target audience
80
.  
 
4.4.1 Strategic differentiation in the international firm 
Successful companies invest in products and markets but it is also important to 
invest in people to ensure that they are capable of managing in different cultures 
and under different political regimes. They must also remember to invest in 
adapting their existing products and services, this means seeking to differentiate 
themselves strategically from competitors. Strategic differentiation means 
providing new customer benefits and focusing on customer value in selected 
intenational markets.  
 
The most important sources of differentiation is knowledge of the market, the 
product, customers and the relationship between the organisation and with 
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suppliers. This means obtaining a complete understanding of customer needs and 
and behaviour in each foreign market
81
. 
4.4.2 Points of parity (POP) 
These are associations that are not necessarily unique to the brand, but may be 
shared by other brands, these types of associations come in two basic forms: 
category and competitive. To achieve point of parity one an attribute or benefit, a 
sufficient number of consumers must believe the brand is “good” enough on that 
dimension
82
.  
 
When assessing the deliverability criteria for POD it is important to look at their 
feasibility, communicability and sustainability. The product must be feasible for 
the firm, it must be affordable, and they must have the necessary resources and 
time. The second factor is the consumer’s perceptions of the brand and the 
resulting brand associations.  The communicability must have a competitive 
reason why the brand will be better than other brands. The final factor is the 
sustainability of the actual and communicated performance over time. 
Sustainability depends on internal commitment and use of resources as well as 
external market forces
83
.  
4.4.3 Points of difference (POD) 
Points of difference are attributes or benefits consumers strongly associate with a 
brand. You believe your product is the best and are claiming superiority or 
exclusiveness over other products in the category
84
.  
 
There are three key desirability criteria for PODs; relevance, distinctiveness and 
believability, that must be assessed from a consumers perspective. Relevance 
means that target consumers must find the POD personally relevant and 
important.  Distinctiveness means that target consumers must find the POP 
distinctive and superior, when entering a new category in which there are 
established brands, the challenge is to find a viable basis for differentiation. 
Lastly, believability means that target consumers must find the POD believable 
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and credible. A brand must offer a competitive reason for choosing it over the 
other option that might be considered
85
.  
4.4.4 Conclusion 
Compared to competitors within the domestic and international market, Devold 
should use their combination of history, heritage, experience, knowledge, 
environmental friendliness and innovation to differentiate themselves. They 
should focus on brand and product differentiation. If they achieve to establish 
themselves as a strong contender in the international market, they will build and 
maintain their market position through their presence in the market. Brand 
popularity is considered as the accumulation of market acceptance and brand 
goodwill, promoted by word-of-mouth communication and advertising
86
.  
 
Icebreaker and Apani has a lot of the same attributes as Devold, but they do not 
have the history and experience. The other competitors such as Odlo, Millet and 
Queshua do not have the same innovative products made of merino wool, and 
they do not have the same quality, history and experience as Devold. 
4.4.5 Positioning map for the sportswear industry 
 
 
 
Figure  20 Industry 
 
                                                     
85
Kotler et al 2009:363-364 
86
Bradley 2005: 193 
Bachelor International Marketing Grenoble Graduate School of Business       June 7th 2010 
Side 66 
This model is a very basic perceptual map of the French sports underwear market. 
The providers of wool sports underwear brands are revealed as high quality and 
high price. Providers of technical sports underwear and fleece have a more low-
quality standard and lower price. Devold will be in the position high quality and 
relatively high price, and competing with Icebreaker
87
. 
 
 
4.5 Entry strategies 
There are several ways to enter a new market, and a company needs to evaluate 
the different forms in order to see what strategy is best for them. The model shows 
alternative ways of entering new markets, but the authors will only describe the 
category which is most relevant for Devold. 
 
 Without Foreign Direct 
Investment  
With Foreign Direct 
Investment  
Without local 
production  
- Export – 
Distributor  
- Importer – 
Distributors  
- Agent  
- Direct sales  
- Sales office  
- Warehouse  
- Service Unit  
With local 
production  
- Licensing  
- Production 
Lease  
- Management 
Contracts  
- Production 
Facility  
- Strategic 
Alliances  
Figure  21 Entry Strategies: Solberg, International Marketing 2009 
 
4.5.1 Exporting 
Exporting is one of the quickest and simplest ways to enter a foreign market. 
Exporting is often treated as a first step towards internationalization.  The level of 
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risk and commitment is minimized since investment of managerial and financial 
resources is relatively low compared with the other modes of foreign market 
entry. There are several reasons why a firm chooses to export; Geographic 
expansion, lower unit costs because of increased volumes, the sales or disposal of 
surplus production abroad
88
. The authors will now explain three different forms of 
entering foreign markets. 
 
4.5.2 Agents 
A way to enter a new market is to use agents. The most important thing for an 
agent is to promote sales of the product, and give feedback to the exporter about 
the market conditions.  Agents represent the company in the new market, under 
the exporter’s name, and Devold can obtain direct contact with end users through 
their marketing and promotion. The agent abroad is a contractor who knows the 
market, and acquires orders, which makes the agent the company’s sales person in 
the foreign market
89
. Many small companies choose to go via and agent because 
it’s cheaper than importers, since they do not take on as much responsibility. 
However, there are some negative sides with an agent, such as the agent work on 
provision, and will often think volume rather than price, which is an example on 
opportunistic behavior
90
. As of today Devold use agents in Finland, Faroe Islands 
and Greenland, this means that they have a direct control over the marketing 
activities and contact with their customer. Furthermore, they need to cover all the 
financial costs themselves.  
 
4.5.3 Importer/Distributor 
The importer operates in Devold’s export market and under its own name, and 
will be direct buyers of the products and undertake the responsibility of marketing 
and financial situation. This means Devold is financially dependent on only one 
customer in the export market, the importer. The importer covers important 
functions in the distribution channel such as promotion, sales, storage, financing 
and transportation. The importer will speak the language and have knowledge 
about the culture and therefore offer good service delivery
91
. Devold prefers to use 
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distributors, since a distributor often have a stabile economy, storage capacity, 
knowledge and experience on sales and marketing, it reduces the financial risk for 
them.  
 
In conclusion, this option will be a good solution for Devold as an entry mode 
since they have a good financial background and have good experiences with 
importers in the past. An importer will help them in identifying a profitable 
market in France, and they will do the marketing and logistics for them.  
 
4.5.6 Sales department 
A third option for Devold can be to open a sales department in the new market. 
This form on market entry would provide them with end customers and they 
would be in full control of all the export activities.  There are both positive and 
negative aspects of creating a sales department abroad. A positive thing is that 
they will have complete control over marketing activities, however one negative 
aspect with creating own sales department would be high financial cost and they 
need to achieve a high sales volume before they make any profit. In order to make 
a sales department work one must establish a good communication channel and 
routines between the exporter and sales department. 
 
In conclusion, this option will not be good entry modes for Devold, due to there 
are such high costs and risks.  This option is more suitable if the firm has a high 
market share and high brand recognition in the market.  
 
 
4.5.7 Conclusion: 
The author’s recommendation for Devold entry strategy in France will be to find a 
good distributor as their representative.  In order to find the most suitable 
distributor, they must invest time in a proper screening process before they make a 
decision on what distributor is the best for the task. It is important for find the 
right distributor, because they will act as Devold face in France. The distributor 
will have knowledge and experience in the market and will operate as a serious 
actor. A distributor is a stronger arrangement for representation abroad and it is 
easier to establish a good relationship between Devold and the distributor.  
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4.6 Distribution 
There are three available distribution strategies which are intensive, selective and 
exclusive distribution. Intensive distribution is when the products are placed in as 
many outlets as possible and is suitable for cheaper consumer products which are 
bought frequently. Selective distribution is distribution where selected and 
suitable retailers sell the products, and exclusive distribution is for products that 
are only sold by a few retailers in a large geographical area. Intensive marketing 
gives a large exposure and availability, but can hurt the product image. Exclusive 
distribution is mostly applied on very expensive products, where the producer has 
a high need of control and information. This often includes close partnerships, 
which can be hard to end.  Selective distribution is in between the two directions 
and is in our opinion the best option for Devold
92
.  
 
To conclude the authors believe that the best distribution strategy for Devold is 
selective distribution, which will give them the right image. Devold offers high 
quality products, but is still available for”the ordinary man”. It is not a cheap 
brand that is sold everywhere, but still available in several appropriate stores and 
the price range can be considered as medium. 
 
4.7 Marketing Mix 
The question in this section is whether Devold should customize or standardize 
their marketing mix. The benefit with standardization is that it may bring along a 
more consistent product image in different markets, costs can be decreased 
because of reduced unit costs etc. However, a fully standardised strategy is not too 
common since this means that every little detail is exactly the same in every 
market. Therefore it is more a question of which degree of standardization or 
customization one should apply. If the degree of customization is high, there will 
be fewer opportunities for economies of scale and a consistent global product 
image. Which market strategy or to which degree they should apply a market 
strategy depends on the circumstances and the customer’s needs in each and every 
country. 
                                                     
92
Kotler 2005: 452 
Bachelor International Marketing Grenoble Graduate School of Business       June 7th 2010 
Side 70 
 
 
The marketing mix consists of the 4 P´s, which are product, promotion, price and 
place. The authors suggest that Devold chooses to customize communication 
when entering the French market. 
 
 
Figure  22 Marketing Mix: Kotler & Keller 2009 
 
4.7.1 Product 
The core products for Devold are outdoor garments, stillongs and Devold 
protection made of wool with the aim to keep you warm. 
Devold of Norway’s products are standardized in all their markets. This reduces 
the unit costs and gives the ability to more competitive pricing if this is needed.  
However, since they own their production facilities they can change their 
production patterns fast to adapt to market needs like for instance changing 
colours if the need for some degree of customization should occur. They must 
focus on the core competencies with the products which are the merino wool, 
design and quality. The packaging of the products is important due to that many 
consumers decide upon purchase when they are in the store. The authors feedback 
when interviewing sports companies that they thought the package was too big, 
but they liked the design, pictures and colors. 
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4.7.2 Promotion 
Promotion should not be standardized, but full customization might not be 
necessary either. Several other brands in the sportswear industry only have 
English on their packages. Devold has standardized this in all their markets and 
have information on the packages in Norwegian and English in all their markets.  
 
On the other hand, customization gives the opportunity to play on national 
differences and better positioning. The French consumers are very fond of their 
own language, and many of them still do not speak perfectly English. In order to 
reach a broader segment it may be a competitive advantage to use the French 
language on packages instead of English. . In some countries the distributors stick 
information labels on the products in their own language. We strongly believe that 
the information labels should be in French.  
 
In a new market Devold would have to spend some time and show how well sales 
are going before distributors and stores are going to be willing to spend any 
money on sales promotion and exhibitions. Devold is willing to cooperate and 
give free sales displays, banners, posters etc. They also produce sales material like 
for instance catalogues, which are in the local language, and these costs are often 
shared with the importer. They also have marketing in local magazines, which are 
adapted to the local language. The authors believe that this is a superior way to do 
enter the market. How far they should go in customization is something they can 
try and find out through conversation with their local distributor. 
 
As mentioned before, to ensure sales it would be beneficial for Devold to use an 
informative marketing strategy and teach customers about wool. One of the 
competitors, Icebreaker has had this approach on the French market. Therefore the 
timing of market entry might be good since Icebreaker has used some time 
marketing the benefits of merino wool. Icebreaker has put effort into marketing 
the wool, and the brand may therefore not have been branded enough into 
people’s minds compared to the wool. If this is the case, Devold can exploit this. 
On the other hand, consumers might have the perception of that merino wool 
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equals icebreaker. This is another reason to go for customization to ensure that 
Devold reaches trough to their segment. 
 
E-commerce is up and coming in France and many consumers do online 
shopping. The authors see an opportunity for Devold to create a online shop in 
their web page so consumers can buy directly from the web-site.  
4.7.3 Price 
It is crucial that the right price is set in the new market, and within pricing there 
are three options. Same price everywhere, market based pricing in each country or 
cost based pricing in each country. There are advantages and disadvantages with 
all the options. The authors believe that market based pricing is the best 
alternative. This is the practise that they operate within their other export markets 
and would therefore be a natural choice in this market as well.  
 
4.7.4 Distribution 
Devold has experience with both agents and distributors. At the moment they 
have distributors in all their markets expect for three of them. This is the way that 
they are planning to keep it, but in all the other markets they mainly prefer 
distributors.  
5.0 Recommendations  
To conclude the authors believe it is possible and attractive for Devold to enter the 
French market. The most valuable segments are the segments that are 
geographically located in the eastern side of the climate zone, families, males and 
females with an active lifestyle who enjoy outdoor activities and consumers who 
want quality products and are willing to pay for this. However, more information 
should be gathered and more research should be conducted on this area. The most 
suitable entry strategy will be trough distributors, since this is a practice that 
Devold is used to and which will be appropriate to the level of commitment and 
risks that Devold wants. It is important to find a trustworthy distributor to ensure a 
good future relationship. In order to position themselves properly selective 
distribution is recommended. 
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The authors would also recommend them to continuously acquire more 
knowledge about the French market. Since there is a lack of knowledge and 
culture for the use of wool products regarding sports, they might have to spend 
some more resources on building up the market than what they do in other export 
markets. They should not standardize the marketing mix, since communication is 
essential in the French market to build up French preferences for wool. However, 
the product does not need any customization except for labeling. 
 
Devold needs to position themselves in France and obtain brand awareness. They 
could also take advantage of that e-commerce and online shopping is rising. 
People increasingly browse the Internet in order to buy new clothes; hence it 
would be an idea to add a shopping-cart to the website. 
 
The export adventure has just started…. 
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http://www.devold.com/outdoor/default.aspx?menu=119 Date:  March 5, 2010. 
Time: 12.41 
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https://www.cia.gov/library/publications/the-world-factbook/geos/fr.html Date: 
Multiple, 2010. Time: Multiple 
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14, 2010. Time: 16.35  
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france.4.8150360.html?_r=1 Date: May 5, 2010. Time: 10.00 
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Devold Multi Sport 
 
 
 
 
 
 
Devold Expedition 
 
 
 
Devold Active 
 
 
 
 
 
 
 
 
 
Appendix 2: THE QUESTIONAIRE: 
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This is an image of woollen sportswear. To the left a woollen jumper and to the 
right woollen pants also referred to as Stillongs®. 
 
ACTIVE QUESTIONS: 
1) Do you do any outdoor activities?  
2) What kind of activities?  
3) Do you practice any of the following activities: Snow, hiking, escalade, 
sailing.  
WOOL QUESTIONS: 
1) Do you have any sportswear made of wool?  
2) What kind of sportswear?  
3) When do you use wool?  
4) How often do you use wool?  
5) If you have used wool while doing sports, how satisfied are you with the 
functionality?  
 
6) Would you ever consider using wool sportswear while doing sports? 
7) When would you use wool?  
8) What do you know about wool?  
9) Do you know any wool brands that sell their products in France?  
10) Name in which store you usually would purchase wool sportswear?  
11) Would you buy wool?  
12) Would you buy wool instead of technical wear?  
13) How much would you consider paying/ do you pay for a woollen 
sportswear item?  
14) Are you willing to pay more for wool sportswear than for technical wear? 
 
TECHNICAL WEAR QUESTIONS: 
1) Do you use technical sportswear?  
2) How satisfied are you with technical sportswear?  
3) What makes you satisfied with technical sportswear?  
4) Is their any lack of functionality with the use of technical sportswear?  
5) Which technical sports brands do you know sell their brands in France?  
6) Where do you buy your technical sportswear?  
7) How often do you purchase technical wear?  
 
STORES AND LOCATION: 
1) What perception do you have of the different stores when it comes to 
quality, price level and location? 
2) How often do you visit a sport shop?  
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3) How often do you buy something when you are in a sport shop?  
4) Where would you assume that it would be possible to buy wool products? 
 
NORWAY: 
1) What are the first 3 things that you associate with Norway?  
2) Do you know any Norwegian sports brands?  
3) Would the fact that the product is from Norway affect your buying 
decision?  
DEMOGRAPHICS: 
- Age  
- Sex  
- Profession  
- Income  
- Current location 
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Graph 2 
 
Graph 3 
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Graph 4 
 
 
Graph 5 
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Graph 6 
 
 
Graph 7 
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Graph 8 
 
 
Graph 11 
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Graph 13 
 
 
Graph 14 
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Graph 16 
 
 
Graph 17 
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Graph 18 
 
 
Graph 20 
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Graph 24 
 
 
Graph 25 
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Graph 25.1 
 
Graph 25.2 
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Graph 25.3 
 
Graph 25.4 
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Graph 25.5 
 
 
Graph 29 
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Graph 30 
 
 
 
Graph 31 
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Graph 32 
 
 
Graph 33 
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Graph 34 
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Appendix 4 : Interviews France & Norway 
 
Espace Montagne 
 
Products in store: 
 
1) Do you have any wool in store?  
Icebreaker, an exclusive deal. Shop in shop. Also have wool socks from wool 
smart. 
2) Do you know any wool brands? 
3) Do you sell technical sportswear? Yes, North Face 
4) What kind of brands do you have in store?  
Many brands 
 
Sales 
5) How are the sales of wool compared to technical wear?  
Icebreaker sells very good 
6) What brand do you sell the most of in each category?  
7) What product line sells the most? 
8) Which brand are the most popular of technical wear and sportswear? 
Icebreaker sells very good 
 
Popularity 
9) What design and colors are most popular?  
 
Customers 
10) Who buy these products?  
Everyone 
11) Boys / girls –  
12) Age –  
13) Lifestyle –  
Active 
14) Sport/ outdoor activity –  
All 
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Information 
15) Do customers want information when they buy sportswear?   
Yes, they advice people to buy wool. 
16) What do they ask for?  
Synthetic, they do not know better. 
 
 
17) What are their needs?  
Warmth 
18) Does customer have any knowledge about wool? 
NO 
Competition 
19) What wool sportswear brands do you sell?  
 
Norway 
20) Do you sell any Norwegian products?  
Yes Dale of Norway, Norrøna 
21) Would a Norwegian product affect the sales?  
I think so, people associate it with quality. 
 
Price 
 
22) Are customers willing to pay more for wool than technical?  
First not, but when they are explained the qualities and functions yes. 
23) Do customers realize the difference?  
Need to be explained 
24) Do people find that the prices are too expensive for wool?  
First yes, but when they are explained that it is an investment and that it lasts 
longer they buy it. 
25) Do people find prices too expensive for technical wear? 
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La glisse 
 
Products in store: 
1) Do you have any wool in store?  
No, not yet. Will have Mons Royale next season 
2) Do you know any wool brands?  
Northface, Bonfire, Oakley, burton 
3) Do you sell technical sportswear?  
Yes 
4) What kind of brands do you have in store? 
Same as above 
 
Sales 
5) How are the sales of wool compared to technical wear?  
6) What brand do you sell the most of in each category?  
7) What product line sells the most? 
8) Which brand are the most popular of technical wear and sportswear?  
In the shop Northface, but in France Odlo 
 
Popularity 
9) What design and colours are most popular?  
 
Customers 
10) Who buy these products?  
11) Boys / girls –  
 
12) Age –  
Aproximately 20 
13) Lifestyle –  
riders 
14) Sport/ outdoor activity –  
 
Information 
15) Do customers want information when they buy sportswear?  
16) What do they ask for?  
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17) Does customer have any knowledge about wool?  
 
Norway 
18) Do you sell any Norwegian products?  
19) What do you know about Norwegian products?  
Known for quality 
20) Would a Norwegian product affect the sales?  
Think so 
 
 
Quiksilver 
Products in store: 
21) Do you have any wool in store?  
Northface, a deal with them 
22) Do you know any wool brands? 
Quiksilver, NF, Roxy, Arko 
23) Do you sell technical sportswear?   
Same as above 
24) What kind of brands do you have in store?  
Same as above 
 
Sales 
25) How are the sales of wool compared to technical wear?   
Most tech. because it is cheaper than wool 
26) What brand do you sell the most of in each category?  
27) What product line sells the most? 
28) Which brand are the most popular of technical wear and sportswear?  
 
Popularity 
29) What design and colours are most popular?  
 
Customers 
30) Who buy these products?  
All people 
31) Boys / girls –  
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32) Age –  
33) Lifestyle –  
34) Sport/ outdoor activity –  
 
Information 
35) Do customers want information when they buy sportswear?  
Yes 
36) What do they ask for? 
First warmth, then price 
37) Does customer have any knowledge about wool?  
Its warm 
 
Competition 
38) What wool sportswear brands do you sell?  
 
Norway 
39) Do you sell any Norwegian products?  
No 
40) Would a Norwegian product affect the sales? 
I think it is a good selling point  
 
Comments:  
Wool is natural and keeps warmer. Odlo is big in France. Like the design of 
Devold. Icebreaker is well known. Likes the package. Text and information  
should be in french 
 
 
 
Stawug 
Products in store: 
41) Do you have any wool in store?  
Mountain hardware, woolpower, falke, MH Baselayer 
42) Do you know any wool brands? 
43) Do you sell technical sportswear?  
44) What kind of brands do you have in store?  
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Sales 
45) How are the sales of wool compared to technical wear?  
Technical sells the most, but wool is doing a comeback. People are beginning 
to understand the qualities of it. 
46) What brand do you sell the most of in each category?  
47) What product line sells the most? 
48) Which brand are the most popular of technical wear and sportswear?  
 
Popularity 
49) What design and colours are most popular?  
 
Customers 
50) Who buy these products?  
51) Boys / girls –  
52) Age –  
53) Lifestyle –  
54) Sport/ outdoor activity –  
 
Information 
55) Do customers want information when they buy sportswear?  
Yes, and they listen too.  
56) What do they ask for?  
They come inn aksing for technical wear and warmth. They also ask for 
Hestra. 
57) Does customer have any knowledge about wool?  
Its warm 
 
Competition 
58) What wool sportswear brands do you sell?  
 
Norway 
59) Do you sell any Norwegian products?  
60) Would a Norwegian product affect the sales?  
Yes think so. Though conditions in Norway, which is a good selling point. 
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Price 
61) Are customers willing to pay more for wool than technical?  
Both are expensive, so it does not matter 
62) Do customers realize the difference?  
Not until they get it explained  
63) Do people find that the prices are too expensive for wool?  
Both are expensive, so it does not matter 
64) Do people find prices too expensive for technical wear? 
Both are expensive, so it does not matter 
 
 
 
Riquet 
Products in store: 
65) Do you have any wool in store?  
Patagonia and icebreaker 
66) Do you know any wool brands?  
67) Do you sell technical sportswear?  
Degré, Odlo, Spider and Lowe Alpine 
68) What kind of brands do you have in store?  
 
Sales 
69) How are the sales of wool compared to technical wear?  
Icebreaker is new, but sells very well. 
70) What brand do you sell the most of in each category?  
Napapijri is the preferred brand, think it is because of the Norwegian flag. 
71) What product line sells the most? 
72) Which brand are the most popular of technical wear and sportswear?  
 
Popularity 
73) What design and colours are most popular?  
 
Customers 
74) Who buy these products?  
75) Boys / girls –  
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76) Age –  
77) Lifestyle –  
78) Sport/ outdoor activity –  
 
Information 
79) Do customers want information when they buy sportswear?  
Yes 
80) What do they ask for?  
81) Does customer have any knowledge about wool?  
No 
 
Competition 
82) What wool sportswear brands do you sell?  
 
Norway 
83) Do you sell any Norwegian products?  
Yes, definitly 
84) Would a Norwegian product affect the sales?  
 
Price 
85) Are customers willing to pay more for wool than technical?  
People are willing when they know the benefits. 
86) Do customers realize the difference?  
87) Do people find that the prices are too expensive for wool?  
We tell people about wool and convince them that it is a better investment. 
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Ski experience 
Products in store: 
1) Do you have any wool in store?  
Exbionic, both wool (apani) and technical. 
2) Do you know any wool brands? 
3) Do you sell technical sportswear?  
4) What kind of brands do you have in store?  
Only exbionic 
 
Sales 
5) How are the sales of wool compared to technical wear?  
6) What brand do you sell the most of in each category?  
7) What product line sells the most? 
8) Which brand are the most popular of technical wear and sportswear?  
 
Popularity 
9) What design and colours are most popular?  
 Only have white for girls and black for boys. 
 
Customers 
10) Who buy these products?  
11) Boys / girls –  
12) Age –  
13) Lifestyle –  
14) Sport/ outdoor activity –  
 
Information 
15) Do customers want information when they buy sportswear?  
16) What do they ask for?  
17) Does customer have any knowledge about wool?  
 
Competition 
18) What wool sportswear brands do you sell?  
 
Norway 
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19) Do you sell any Norwegian products?  
20) Would a Norwegian product affect the sales?  
 
Comments: 
Exclusive store. Has Norrøna. Doesn’t like the design of the packages and the 
products are not sexy enough. Looks like expedition could get wet since it is so 
thick. People do not like the packages of Xbionic, due to too much use of paper 
which is not considered eco friendly. They take out the product and leave the box. 
Sales are still good however. 
 
 
Go Sport 
Products in store: 
1) Do you have any wool in store?  
Yes,  Millet. 
2) Do you know any wool brands?  
Millet 
3) Do you sell technical sportswear?  
Odlo, Millet 
4) What kind of brands do you have in store?  
Odlo, Millet, Columbia, The North Face, Eder 
 
Sales 
5) How are the sales of wool compared to technical wear? 
 Don’t know 
6) What brand do you sell the most of in each category?  
Shirts/ jumpers 
7) What product line sells the most? 
8) Which brand are the most popular of technical wear and sportswear?  
Odlo and Millet, Columbia 
 
Popularity 
9) What design and colours are most popular?  
Black, blue, grey and a lot of red. 
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Customers 
10) Who buy these products?  
All people 
11) Boys / girls –  
no matter 
12) Age –  
all ages 
 
 
13) Lifestyle – 
 active people 
14) Sport/ outdoor activity –  
ski, north walking, randonne 
 
Information 
15) Do customers want information when they buy sportswear? 50/50 
16) What do they ask for? Price, size 
17) Does customer have any knowledge about wool? No, just that is hot 
 
Competition 
18) What wool sportswear brands do you sell?  
Millet 
 
Norway 
19) Do you sell any Norwegian products?  
No, don’t think so. Don’t know anything about Norway.  
20) Would a Norwegian product affect the sales?  
No I don’t believe it would. People don’t know what it is. 
 
Price  
Odlo/Millet around 50/60 € for overdeler – 30€ for stillongs 
21) Are customers willing to pay more for wool than technical?  
Its about the same price 
22) Do customers realise the difference between wool and technical wear?  
No 
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23) Are customers willing to pay more for brands?  
I don’t know 
 
Packaging 
24) What do you think of the packaging (Devold)? 
 I like it, its different, and it needs to have information in French.  
 
Comments: 
Thinks that Devold will sell a lot in France – he liked the product, fabric, design 
and colors. If the price is the same as Millet.  
 
He also said that French consumers mostly buy technical wear, that’s what they 
know and its cheaper – the most popular brand is Odlo, which is technical. People 
think that wool is too warm. 
 
OTHER INTERVIEWS: 
 
ODLO – Swedish brand, only sell technical sportswear. 
Odlo seems to be one of the most famous brands in France. Well established, they 
even got their own store (Grenoble) 
When we talked with Odlo, they said that most of their customers where old 
people, because it is fairly expensive. Too expensive for young people. We found 
that very strange, since the design and colours, pictures appeal more for young 
customers. 
Consumers use Odlo for skiing, running, randonnee and Nordic walking.  
 
 
JANUS- norwegian brand which sells wool 
Interview with Henning Berg, Janus. 
The authors asked Henning Berg some questions about the French Market. 
 
Do you know how big the sport and leisurewear market is in France? 
- No 
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How many products do Janus sells in France and how long has Janus been an 
actor in France? 
- Janus is mainly in the public tendering market. The individual market, 
where distribution is done through shops, mail order and Internet is not an 
important market for Janus in France. 
 
Does Janus use agents or distributors? 
- We use importers/ distributors. 
 
Who are your biggest competitors? 
- In France, Odlo is the biggest actor of sports underwear. The market is 
mainly a ski and winter market. Today wool is sold little in major cities 
and microfiber have 95% of sales. 
  
What’s the price of your products in France? 
- We only sell wool underwear in France, and the sweaters and longs costs 
60-90 Euro. 
 
 What colour/ design sells the most? 
- Black 
 
In what areas of France does Janus sell their product? 
- We sell our products in the Alps. 
 
 
Do you have information in French on the package? 
- No, but we should. 
 
Do you think Made in Norway and using the Norwegian flag is important to 
have on the package? 
- No 
 
Does French consumers have any knowledge about wool? 
- No 
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Do you promote your products in France? 
- No 
 
Henning Berg, manager for Janus factory in France, told the authors that if a 
company want to start exporting sports underwear in France, its important to find 
a well-established distributor. He also told the authors that the biggest provider of 
wool sports underwear in France today is Icebreaker.  
 
DALE OF NORWAY- Norwegian brand 
Do you have any knowledge about the French sports and leisurewear market 
is? 
- I don’t have any numbers on that subject, but we sell most in the biggest 
and most famous ski resorts.  
 
 
How many of your products do you sell in France and where do you sell it?  
- We sell most of our sports clothes and sweaters made for skiing and after 
skiing. And we sell it to private stores.  
 
Who are your biggest competitors? 
- Our biggest competitors are Campagnolo from Italy and Schøffel from 
Austria. Other competitors would be actors that sell technical wear, and in 
the last 20 years, an actor who sells fleece has been a hard competitor. 
 
Does it mean a lot if the products are made in Norway and using Norwegian 
flags? 
- Made in Norway is important, a long with the Norwegian flag. 
 
How long have Dale of Norway sold its products in France? 
- We have been in the French market for 10 years.  
 
Would you say French consumers have good knowledge about wool? 
- They have some knowledge about wool, but not a lot. 
 
Do you use Agents of Distributors? 
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- We use agents. 
 
Was it difficult to enter the French market? 
- We sold a lot the first three years in France, then it went down for a couple 
of years, but since 2008 we sell more and more in France. It seems like 
people know more about wool, and care about quality. 
 
INNOVATION NORWAY- Fredrik Vestli at the office in Paris 
We spoke with Fredrik Vestli at the French office in Paris and asked if he had 
information about the French sports underwear market. 
 
Sadly he didn’t have too much information about the textile market, especially not 
the wool underwear market, since it’s just a niche market. It’s mainly usage is for 
winter and other outdoor activity. He also said that the textile market was little 
detailed, they have done little research on that market. 
 
He said that if a company wants to enter the French market its very important for 
them to have their product information in French. It is hard and time consuming to 
enter the French market, because it takes time to find the right agent/ distributor 
and establish a good relationship with them. And many agents often have too 
many products so its difficult for them to distribute all the products. 
 
We asked him if he thought it was a positive thing that products come from 
Norway, and he said that we are known for selling high quality products with high 
prices and French people are positive to our products, especially fish and seafood, 
but in general French consumers know little about Norway and Norwegian 
products.  
 
We asked about eco-friendly products if that was important in France, and he 
answered that its less important In France than in other countries like Germany 
and Austria. They are a bit behind when it comes to bioenvironmental friendly 
products, but it is starting to get more popular and in the future it will be more and 
more important. 
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He also said that it’s hard to be in the textile market today, because there are so 
many companies and they offer so many different products. The pressure is hard. 
Norwegian companies may have difficulties entering the French market because 
their products are expensive, and consumers tend to buy French products made in 
France.  They are very nationalistic.  
 
He told us that if Devold of Norway was interested in entering the French market 
they have to focus strongly on communication and marketing. It’s crucial that they 
get the information out to consumers about their product so that they can gain 
market share from the start. If not, it may be difficult for them. 
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Appendix 5: CLIMATE ZONES IN FRANCE: 
 
 
 
The maps below are the average temperature, sunny days and the amount of 
rainfall during the year 2010. 
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Appendix 6: THE BAKKA MODELL: 
 
 Trial Export Extensive 
export 
Intensive 
export 
Multination
al 
marketing 
Global 
marketing 
Exporting 
motive 
Operational Operational Operational/ 
Strategic 
Mainly 
strategic 
Mainly 
Strategic 
Choices of 
markets 
Neighboring 
countries 
Many markets Market 
concentration 
Market 
expansion 
Consolidation 
in the triad 
Market share The firm is 
“Invisible” 
Negligible Increasing Large in 
chosen 
markets 
Large in key 
markets 
Organisation One man 
show, part 
time 
distributor 
One man 
show, full time 
distributor 
Export 
department 
Agents 
International 
division 
Sales office 
Global or 
transnational 
organisation  
Sales office 
Entry strategy “Piggy back” Agent Sales office in 
main markets 
Licensing  
Production 
Production 
Alliances 
Marketing mix Adaptation of 
product 
requirements 
Limited 
promotion  
Low priced 
Adaptation of 
product 
requirements 
Some 
promotion 
Low-priced 
Cultural 
adaption  
Product 
commercials 
Medium price 
Cultural 
adaptation  
Profile 
building 
High-priced 
Global 
products and 
promotion 
International 
PR 
Financial 
result 
Marginal or 
negative 
Marginal or 
negative 
Positive 
contribution 
Mutually 
dependent of 
domestic 
market 
Price leader 
Main income 
source. 
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Appendix 7: Financial Report 
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Appendix 8: SWOT Weighting  
Strengths    
 Weight (1-5) Impact on market (1-5) 
1.Value Chain 4 3 
2.Quality of products 5 4 
3.Culture and heritage 4 1 
4. International experience  3 3 
5. Market share in domestic 
market 
4 2 
6. Economic resources – 
Mr.Flakk 
3 1 
7. Attitudes, competence & 
embodiment 
4 1 
8. Marketing campaign in 
Norway 
3 1 
Opportunities   
 Probability (1-5) Attractiveness  (1-5) 
1. New markets 4 3 
2. Potential in old segment 
 
3 3 
3. Use ”Icebreaker” campaign  2 3 
4. Few competitors 1 4 
5.Eco-friendly products 5 4 
7. E-commerce 3 4 
Threats   
 Probability(1-5) Severity (1-5) 
1.Easy to copy value chain 2 4 
2.Hard to achieve brand 
recognition in France 
4 4 
3.Economic recession in France 3 4 
4.Price awareness from 
consumers 
4 3 
5.Low-cost producers from Asia 3 3 
6.French language 2 2 
7. No tradition or knowledge 
towards wool  
4 5 
8. Increase of taxes to export 
markets 
3 4 
Weaknesses   
 Weight (1-5) Impact on market (1-5) 
1. No clear goals with exporting 4 2 
2. Vision is to narrow 3 2 
3. Marketing budget 2 1 
4. High Price compared to 
substitutes  
3 2 
5. Language barriers  3 1 
 The scale goes from 1 to 5, where 5 will be the most important factor.   
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